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“What does 
the FOTOSETTER 
do better?” 


3 


“A great many valuable things...’ 


The Fotosetter certainly has proved its advantages. . Angles, curves and other effects are as easily 
During six years of commercial use it has developed made up to layout requirements as straight 
many well proved areas of superiority for photo- matter. 

graphic composition such as: . Maximum typographic expression and flexibil- 
ity with full kerning, true italics and small caps, 
connected scripts, emblems and trademarks— 
all from the keyboard. 


Better negatives from sharp, perfect images. 
2. Better repros directly from the keyboard. 

. In every Fotosetter face all sizes are immedi- liegt 
ately available. 9. Eliminates hours of camera, darkroom, re- 

. Every Fotosetter face sets in every desirable touching and repro proofing work. It also elimi- 
size including 7, 9, 11, 13, 16 and 30 pt. nates time spent breaking up forms. 
Enlargements or reductions are easy to make, Whether your interest lies in newspaper, job printing, 
need no retouching, are sharp and clean. advertising composition or specialties, you will find 
White space is free. Eliminates use or handling that Fotosetter photographic composition can do your 
of furniture or other spacing materials. work better and more efficiently. 


This is the first in a series of ads designed to answer the question “What does a 
Fotosetter do better?’. Reprints of the entire series will be available. Write for them. 


Intertype Corporation 


360 Furman Street, Brooklyn 1, New York ¢ Chicago, San Francisco, Los Angeles, New Orleans, Boston 
In Canada: Toronto Type Foundry Co., Ltd., Toronto, Montreal, Winnipeg, Vancouver, Halifax 
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SEPTEMBER will be a big month for everyone connected with direct mail adver- 


N e x t tising. From all parts of the country, admen will head for Chicago to attend the 
annual convention of the Direct Mail Advertising Assn., September 12-14. 
The 1955 DMAA convention program will be both a workers’ and thinkers’ 
Mon th meeting . . . with down-to-earth sessions on the mechanics of direct mail as 
well as thought-stimulating meetings for those who want a new insight into the 
= functions of the medium or to reorient themselves on the roles of direct mail. 
int To help set the stage for this important convention, the September AR will 
feature a special article on direct mail by Lawrence G. Chait, past-president of 
DMAA. Like the convention, the article will be for both workers and thinkers— 
A R a comprehensive picture of the medium . . . and how to use it for maximum 
results. 
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CRAF-TONE SHADING SHEETS...the no glare, self-adhering all-pur- 
pose, efficient, economical overlay shading medium... 294 patterns! 


CRAF-TYPE... the versatile, improved paste-up type that speeds com- 
position and really cuts typography costs! 279 Fonts, faces and sizes 


CRAFT-COLOR ... 19 brilliant, nonfading Translucent colors on self- 
adhering clear plastic sheets! 


SINGLETONE DRAWING PAPER. ..a chemically treated drawing paper 
with a single hidden tone for straight shading effects! 59 Patterns! 


BLACK AND WHITE TOP SHEET SHADING FILMS... .Transparent over- 
lay film for shading effect in line copy! 59 black also white screens 
with removable dots and patterns! Ideal for newspaper and photo en- 
graving shops. 


MULTI-COLOR PROCESS. .. reduces 4 color printing costs. The only 
reliable, inexpensive method to make plates for color printing! 


CRAFTINT DOUBLETONE DRAWING PAPER AND TRACING VELLUM.. 
17 original two screen patterns that you develop. Two separate “in- 
visible” shading tones processed into the paper to get third dimen- 
sional effects. 
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Craftint offers you 


the most complete 


Shading Medium Catalog 


THE CRAFTINT MANUFACTURING CO. 






in the world! 


CUT production costs! 


ME ET deadlines efficiently! 


ADD sales impact to layouts 


and finished art! 


NEW YORK CLEVELAND CHICAGO 
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CRAFTINT MANUFACTURING COMPANY 
1615 COLLAMER AVE CLEVELAND 10, OHIO 


Yes, send me the world’s most 
complete Shading Medium Catalog 


Name 
Company 


Address 


| 


City pincecicctn ae State 








August 1955 ¢ ar « 1 










THIS GAIR CONTAINER talke furkey 


Quite a selling job Gair containers are doing for 
Shenandoah Valley Produce Company’s individual 
frozen turkeys. 

Attractively printed in bright green and brown on 
Gair corrugated board, the family of five vari-sized 
containers all open to display contents, are easily 
re-locked. 

Excellent for displays in supermarkets and food 
stores, the container features an extra-sturdy top to 
prevent caving in when containers are stacked. Gair’s 
eye-catching printing job makes the containers hard- 


working salesmen for Shenandoah on the way to mar- 
ket . . . in the market . . . and on the way home. 

“It’s the most suitable, versatile, and efficient 
turkey box I have seen yet,’’ says Frank Ferrara, 
Shenandoah’s general manager. 

This is one more industry where Gair container 
displays are working overtime. How about your prod- 
uct? If you’ve had trouble winning sufficient display 
space in retail outlets, a Gair display container may be 
your answer. You can find out simply by dropping 
us a line. 


YOU’RE LIVING NEXT DOOR TO THE EXPERT 


GAIR CONTAINER PLANTS: Atlanta, Ga 
Va. » New Orleans, La. © No. Tonawanda, N. Y. 


¢ Cambridge, Mass. 


© Philadelphia, Pa. 


e\ncF 186, 





@ 
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¢ Cleveland, Ohio + Holyoke, Mass. + Jackson, Miss. 
e Plymouth, Mich 


e Los Angeles, Cal. « 
Syracuse, N. Y 


Martinsville, 


e Portland, Conn. « ¢ Teterboro, N. J. 


Richmond, Va. 


SHIPPING CONTAINERS 





FOLDING CARTONS ¢ PAPERBOARD 


ROBERT GAIR COMPANY, INC. © 155 EAST 44TH STREET e@ NEW YORK 17, N.Y. 





SC.5.17 
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JUST BETWEEN US 





Information, Please! 


After having published 30 issues of Advertising Requirements, I 


find that we have processed requests from readers for more than 345,000 
items of information! 


This is a huge volume of inquiries, and reflects the keen interest 
of advertisers and agencies in new and better materials, equipment and 


supplies used in advertising production, promotion and merchandising, the 
field covered by this magazine. 


I also have the feeling that AR arrived at exactly the right time, 
inasmuch as we have entered an era of change, development and improvement 
in all areas of the graphic arts, photography and motion pictures, visual 
aids and the related fields which serve the needs of advertising. 


Some suppliers whose new offerings have been described by AR have 
been astounded by the number of requests for the information they offer. 
A few are even skeptical that readers would send in so many requests. 
But no one who has seen the thousands of Reader's Service cards which flow 
continuously through our office is amazed when monthly tabulations show 


requests for 100, 200 and sometimes more than 500 copies of an individual 
item of information. 


Readers, however, are selective. Few of the cards check more than 
four or five items, and many indicate only one, showing that they have 
made a careful inspection of the available material and have selected that 
which promises to be of most interest and value to them. Thus we believe 
that in nearly all cases suppliers are assured of a legitimate expression 


of interest, which will reward promptness in supplying fully the informa- 
tion needs of the inquirer. 





Our Reader's Service Department is one of the most expensive divi- 
Sions of our business, but we are sure that it's worth while. 


Sa /) 


G. D. Crain Jr. 
Publisher 





August, 1955 
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New York—480 Lexington Ave 
5-0404) —Vincent Shaltow, Eastern 
ing Manager. 

Los Angeles — Simpson-Reilly Ltd., 1709 
W. 8th St. (DUnkirk 8-1179)—Walter S. 
Reilly. 

San Francisco—Simpson-Reilly Ltd., 703 
Market St. (DOuglas 2-4994 Richard E 
McCarty. 
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eeeand they’ve been 


10 productive years! 


Worn no intention of bragging—we report that 
the first decade at INTERNATIONAL was productive 

in many ways... Most important of all are the 
pleasant friendships we have made among PM’s in 
America’s leading advertising agencies. 


That, frankly, is just what we’d hoped would 
happen when INTERNATIONAL started in 1945 as a 
gravure service house specializing in preparing 
color positives—the same year SUPERTONE was 
organized as a subsidiary to render service in 
monotone gravure. 


Of course, we did more than just hope! We 
planned for it in the midst of the completely 
modern equipment in our plant. We impressed on 
our skilled personnel how important their “know- 
how” is in producing exactly the right positives 
to assure that reproductions will appear just as 
desired. And all this has apparently paid off 
in the successful development of our specialized 
service which offers accuracy and dependability 
in rotogravure preparation. 


If you are not, as yet, one of our friendly 
clients, ask us to prove why you should be! 


ROTOGRAVURE ENGRAVERS 
SPECIALIZING IN COLOR 


39 West 60th St. 
NEW YORK 23, N.Y. 
Phone: Circle 5-8750 


LOS ANGELES Sales Office: 122 Glendale Blvd., Phone: MAdison 6-4601 


480 Lex ington yews 


SUPERTONE, INC. »«w york 17. NY 


Phone PLaza 3-9468 
ROTOGRAVURE MATERIAL FOR MONOTONE REPRODUCTION 


4° ar ¢ August 1955 . for more details circle 385, page 103 





THE 





On page 83 you'll find a brief re- 
port on the 1955 International Design 
Conference in Aspen, Colo. However, 
trying to describe the conference is 
somewhat akin to trying to condense 
the Sunday New York Times to fit a 
four-page tabloid. 

The conference was a gigantic “idea 
session’”—with some of the world’s 
outstanding artists, designers, archi- 
tects and educators leading the way. 
The conference lacked many of the 
usual by-products of the typical con- 
vention. Perhaps it was the relative 
isolation of Aspen, but the majority 
of conferees devoted themselves to 
the “work” at hand rather than con- 
centrating on recreation. 

The most common comment: “If 
only my boss could attend one of 
these conferences .. .” While several 
leading business men were in attend- 
ance, there was a general lack of 
management people which could 
have given the conference an added 
dimension. 


>We particularly liked the state- 
ment of one of the basic design prob- 
lems by architect Victor Gruen, who 
designed the famed Northland shop- 
ping center near Detroit: 

“Our trouble is that we have so 
many choices .. . that we have been 
freed of limitations, that we are in- 
formed of every event occurring on 
this earth within seconds, that we 
can be carried within hours from one 
end of a continent to the other, that 
our senses take in too much—more 
than our emotions and our brain can 
process. 

“*Genuine, kosher, Hungarian 
goulash with Italian spaghetti, Dixie 
style, served with French bread, 
$1.15° announces a sign of a Califor- 
nian roadside restaurant built in the 


EDITOR'S | 
‘NOTEBOOK 


shape of an atom bomb, run by a 
couple from Brooklyn who were for- 
merly White Russians. Our speedy 
communications have brought them 
all together: White Russia, Brook- 
lyn, France, Italy, Israel, Hungary, 
California and combined them into 
one gigantic atomic goulash. Our 
superficial acquaintance with every 
foreign civilization does not increase 
enjoyment of life. Hungarian gou- 
lash may be good; kosher food may 
be good; Italian spaghetti may be 
good; but together, they taste flat 
and uninteresting. 

“We are swamped with an ava- 
lanche of new inventions, discov- 
eries, machines and gadgets. Our 
outlook is blurred by daily papers, 
television, magazines. We are ex- 
posed to philosophy, art criticism, 
analytical psychology, nuclear fis- 
sion, spiritualism. We are confronted 
with abstractivism, non-objectivism, 
new realism, surrealism until we all 
feel as if we were swimming in the 
middle of that big pot of ‘genuine, 
kosher, Hungarian goulash, Dixie 
style.’ 

“If we don’t want to get trapped, 
doubtful and actionless, at the com- 
merging of the cloverleaves, we have 
to stop looking and listening around 
and get on the road.” 


>For those of us with printer’s ink 
in our veins, a week in Aspen pre- 
sents a wonderful opportunity—the 
chance to spend a few hours in a real 
country weekly newspaper shop. 
Aspen has a typical country weekly, 
The Aspen Times. 

The editor is a progressive printer 
from the midwest, V. E. Ringle, who 
moved to Aspen about ten years ago 
when the historical Colorado com- 
munity was just moving out of the 


CEREREEERERERCRERECEREERERECEERRECORECEEREEE CREE ERORERECERDEREOECEEEREEECCCERUCCE ROCHE DEERE RCOOROREHERESORCORERCEORCREEERRCHCRCRECCEEORCCEOREREOCERCRECRERECeReeeeeEES 


Display typefaces in this issue 


Page 23—Balzac Brush G&G Spartan Heavy 
G&G Bold Italic; 29—hand-lettering, Karnak Obelisk G Cairo Bold; 


26—Lydian Bold 
33—hand-lettering G Venus 


Extrabold Extended; 38—-Venus Extrabold Extended; 41—Rondo Bold & Spartan Black Italic; 43 


20th Century Extrabold 


Italic; 51—-Tempo Bold & Spartan Heavy Italic 
& Bold Italic; 67—Studio Bold G&G Spartan Medium Italic 


Heavy 


Bold Italic G Bodoni Bold Italic 
Studio; 89 


Rondo Bold & Spartan Black Italic; 47—-Tempo Heavy G&G Spartan Heavy 
57—vUltra Bodini & Italic; 63——Bodoni Campanile 


77—hand-lettering, Derby G Spartan 


81—Discus Script & Spartan Medium Italic; 83—-Venus Extrabold Extended, Bernhard Modern 


85—Holla G&G Spartan Black Italic; 87—20th Century Extrabold & 
Flash G Spartan Heavy; 91—Studio & Bold; 97—tLydian Bold Italic 


uo 













Sure— we all do-~—and 
it takes a top-flight service 
organization to keep you on 
top. Here are a few production 
tools that are yours for the 
asking by calling Pontiac. 

Seven services under one roof! 
Photography, Artwork, Color Process, 
Photoengraving, Litho Plate Service, 
Electrotyping, Typography. PLUS — 
Largest group of strip film cameras 
and electric etching machines in the 
U.S... . New velvet-edge halftone 
trimmed on Pontiac’s exclusive 
patented machine...and many 
other advantages. 

If you'll invite us we'll be glad to tell you 
more, to your advantage, about Pontiac. 






(PONTIAC 


Cagraving and Cleclrolype Co. 





> 


-: 812 W. VAN BUREN STREET 
CHICAGO 7, ILL. e HA |-1000 
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they’re yours with 


FILMOTYPE 



















Just about every ad man with 
an eye for profitable figures 
and quality headings is on 
the trail of Filmotype . . . as 
a user or user-to-be. To put it 
in the down-to-earth language 
of dollars and cents, Filmo- 
type’s 800 styles and sizes of 
quality hand lettering and 
| | type can provide all impor- 
tant ‘“‘oomph”’ for any ad 
| 
| 














material—and saves money 
doing it! 







Filmotype’s “‘Pay-as-you- 
profit’ Plan is a proved 
institution. It means . . . 











NO INVESTMENT 


*-- IF VOU USE 






$45 A MONTH WORTH OF 
HAND LETTERING and 
DISPLAY TYPE COMBINED! 











See Filmotype’s time, work 
and money-saving abilities in 
person. Write for a FREE 
demonstration and complete 
details today. 











Dept. AR 


|| FILMOTYPE 


60 W. Superior St. + Chicago 10, Ill. 
4 W. 40 St. + New York 18, N. Y. 













i 
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“ghost town” stage. Aspen, a thriv- 
ing silver city of between 12,000 and 
20,000 around the turn of the cen- 
tury (with three daily newspapers), 
degenerated to about 500 hearty citi- 
zens until it was rediscovered as an 
ideal skiers’ paradise near the end 
of World War II. 

While we were in Aspen, editor 
Ringle was installing a new “mixer” 
Linotype replacing the old “Model 5” 
which came with the shop when he 
bought it. That new Linotype is a 
good indication of why your print- 
ing costs have skyrocketed. It cost 
more than twice as much as the en- 
tire printing plant, including equip- 
ment and building and the Ringles’ 
Aspen home and furniture just a 
decade ago. 


>Interesting development in the 
plans for the 1955 convention of the 
Screen Process Printing Assn. in 
Atlantic City, Sept. 10-14. For the 
first time, the association is design- 
ing its annual convention for all 
members of the graphic arts field 
who have an interest in the products 
of the screen process industry. 

“Previously SPPA conventions 
were devoted primarily to the edu- 
cation of screen processors,” ex- 
plains Joseph E. Podgor, convention 
chairman. “Now, when the industry 
is at a new high in productive capa- 
bilities, we feel it is time to include 
the public—the screen process con- 
sumer—in our convention plans.” 

Highlight for users of screen proc- 
ess printing will be an exposition of 
examples of every type of screen 
process printing submitted by asso- 
ciation members. The display will 
include posters, 24-sheets, presenta- 
tion pieces, displays, glassware, book 
jackets, catalog covers, printed cir- 
cuits, fabrics, etc. 


> Kling Film Productions (Chicago) 
has added an interesting new service 
—on-the-spot education in film pro- 
duction. Explains Fred A. Niles, head 
of the Kling film operation: “For 
agencies, regardless of whether they 
are clients or not, we offer practical 
job-training or refresher seminars 
which would require many months 
to learn otherwise.” 

Members of the tv department of 
J. Walter Thompson and Campbell- 
Mithun have already participated in 
the new program. Tv department 
personnel are invited to spend as 
much as one week in the film studios 
to participate and observe step-by- 
step procedures of film making from 
the inception of the idea to the 
answer print. 

In addition to participation in the 
actual process of film making, 
planned lectures are given on vari- 
ous aspects of films by Kling depart- 
ment heads. 








STA President Susan Karstrom 
evidence of a trend 


>A trend? ... Says the release from 
The Society of Typographic Arts 
(Chicago): “Recognizing a real trend 
in the graphic design field, STA 
broke a precedent of 28 years’ stand- 
ing at its annual meeting and elected 
its first woman president.” 

Trend or not, STA selected one of 
Chicago’s finest graphic designers as 
its new president—Susan Karstrom, 
art director at Dekovic-Smith De- 
sign Organization. 


> We get some mighty unusual press 
releases regularly. One company, for 
example, attaches one of those plastic 
letter gadgets to most of its releases. 
Others send them out in plastic bags, 
tied with ribbons and bows, printed 
on all manner of materials, etc. An 
agency announcing that it was 
“hanging out its shingle” had its re- 
lease and photos of the bosses 
thumb-tacked to an actual roof 
shingle. 

But one of the most unusual of 
recent months came from The Phil- 
lips-Ramsey Co., San Diego agency. 
Attached to a release for Alsynite 
Co. of America was a cardboard box 
with this label: 

“While editors normally view the 
world through ‘rose-colored glasses,’ 
we nevertheless felt the accompany- 
ing glasses might assist you in view- 
ing this fascinating new product in 
the proper light.” 

Inside the box, of course, was a 
pair of glasses with rose-colored cel- 
lophane lenses. (The tie-in was the 
introduction of rose-colored panes 
of glass for industrial plants.) 

Actually, however, we have our 


doubts about the value of such ‘im- 

micks. If well tied-in wit! +’ sub- . 

ject of the release and usec ly in- % do you issue 
frequently, they undoubtedly serve a 


purpose in attracting attention. But, [| Parts Lists 
on the other hand, a good editor con- ‘ , 
siders each and every release on its L] Price Lists 
own relative merits and the gimmick [] Product Lists 
may only serve to distract him from mn 7 
the subject matter. [| Membership Lists 
The one place where such gim- 1 Telephone Directories 
micks have a real value is when they i : 
are an actual sample of the thing _] Financial Reports 
about which the release was written. 


Far too often, publicity men over- 

look the possibility of sending an be why not cut out 

actual sample for editorial review. 

If it’s an inexpensive item which is 

easily mailable, it should be a 10 costly steps 
“must.” 


> Neat publicity stunt by the Ca- 
nadian publishers of Betty McDon- 
ald’s “Onions in the Stew.” Along 
with review copies of the new book 
by the author of “The Egg and I” 
and the usual press release, news- 
paper columnists, book review edi- 
tors and radio commentators re- 


ceived a casserole of beef and onion 1) Typewrite copy, check and send to printer 
stew—complete with warming device 2) Printer sets type 


to keep it hot until eaten. Special 3) Printer pulls galley proof 
attention was paid to timing of de- 4) You read galley proof 


liveries of the stew so that the ’ 

E 5) Printer pulls revised galley 
scribes got their casseroles at ten 6) Y d ised call 
minutes before noon. James Lovick a eee”. Repeat) 

& Co. Ltd. (Toronto) handled the 7) Printer makes up page form 
promotion. 8) Printer pulls page proof 

9) You read page proof 

10) Printer makes corrections 


11) You OK (?) final page proof 


>Lord Calvert’s “Man of Distinc- 
tion” theme got a free ride recently 
when the Junior Women’s Club of 
Irwin, Pa., sponsored a “Man of Dis- 


tinction” contest to raise money for 

local recreational facilities. Nine of bs FLEXOPRINT’S ONE-STEP METHOD 
the city’s business clubs entered . - . Simply type each listing on a separate 
candidates for the title. Irwinites Flexoprint card, check for accuracy just once, 
voted for their choice by dropping attach in proper sequence to the light-weight 
pennies in boxes under photographs Flexoprint panel and send to the offset printer 
of the candidates displayed on Main for reproduction. Thus, all the costly typeset- 
Serect. 44 ting and numerous proofreadings are elim- 
inated! The fact that the cards are insertable 
at any point means that the list can be kept 
DISPLAY MEN LOVE... constantly up to date on a routine day to day 
basis by your office staff — and go to press at 
a moment’s notice. Mail coupon today for 
folder giving full particulars. 


Room 1835 
315 Fourth Ave., New York 10 


Kindly send folder KD610 — how to “Produce Your Lists Faster... More Accurately and 
at Less Cost with FLEXOPRINT.” 


cain 
COMPANY 


ADDRESS 


“Not bad... but let’s play around with — 2 ONE_______STATE 


it a bit more before the show opens Sa. ae ae ae ee ae ae ee ee ee ee ee ee ee 


tomorrow.” 
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When is a Back NOT a Back? 


When it’s the back of a ““FACE- 
STIK” display, of course! This new- 
est KLEEN-STIK development lets 
you print your P.O.P. material both 
front and back. Sheets are then 
coated with transparent adhesive 
for easy face-to-glass application 
inside store windows, doors, cabi- 
nets, glass partitions, and similar 
places. Gets wonderful results, 
such as: 





It’s that simple to identify bowling 
alleys certified by the AMERICAN 
BOWLING CONGRESS -— thanks 
to this attractive two-sided ‘“Face- 
Stik”” window emblem. It goes up 
the same easy “‘peel-and-press’’ way 
as other Kleen-Stik pieces, and the 
clear adhesive holds it tight against 
the glass. This “‘kingpin”’ piece is 
the work of A. L. TRUEBEN- 
BACH, ABC’s Purchasing Agent in 
Milwaukee. Rich gold-n’-black lith- 
ography by OLSEN PUBLISHING 
CO. (same city), under the eagle eye 
of LES OLSEN. 





The ‘Gum Parade”’ 


BEECH-NUT PACKING CO., in 
romantic-sounding Canajoharie, 
N.Y., parades its three popular gum 
flavors — Peppermint, Spearmint 
and Mello Fruit—in front of cus- 
tomers’ eyes with these die-cut 
““Face-Stik” package replicas. They 
catch shoppers ‘“‘coming and going”’ 
— yet they’re so much easier to put 
up than other types of permanent 
display. This tasty idea originated 
with Beech-Nut . .. snappy produc- 
tion by I. S. BERLIN PRESS, 
Chicago. 


Get the facts on this new ‘“‘double 
exposure”’’ method of P.O.P. adver- 
tising! **Face-Stik”’ can be applied 
to practically any printed piece, to 
make mighty fine dealer identifica- 
tion signs, trademark and package 
reproductions, etc. For details, con- 
tact your regular printer or lithog- 
rapher . . . or write today to 


KLEEN-STIK! 


KLEEN-STIK PRODUCTS, INC. 


225 North Michigan Avenue ¢ Chicago 1, Ill. 
Pioneers in pressure sensitives for Advertising and Labeling 
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Tags & Labels 


e The report in the June AR, “Get- 
ting the Most out of Your POP Ad- 
vertising,’ completely neglects one 
essential phase of any complete 
point-of-purchase advertising pro- 
gram. I refer to informative tags or 
labels attached to the products right 
on the retail counter. 

Actually, what is the point-of- 
purchase? Is it the window Mr. 
Rockoff talked about? Is it the dis- 
play off to the side of the retail 
counter Mr. Grigsby talked about? 
We submit the point-of-purchase is 
the product itself, whether it be an 
expensive tv set or an inexpensive 
child’s sweater. In looking at that 
product, hearing the sales story from 
the retail clerk (who certainly should 
be armed to the teeth with selling 
facts by the manufacturer through 
an informative tag or label) or being 
sold directly by the manufacturer’s 
tag or label in a self-service type 
location, the point-of-purchase is 
the product itself. 

The whole advertising plan ought, 
of course, to be closely integrated 
with newspaper, radio and tv adver- 
tising, tie logically to the window and 
counter displays and especially im- 
portant, tie all the rest directly to 
the product, right down through the 
tag or label on the product itself. 

T. F. Purner Jr. 
Sales Promotion, American Tag 
Co., Belleville, N. J. 


For a complete discussion of tags 


as a merchandising medium, see 
“Merchandising Tags” by Ingla Mar- 
tin, December °54 AR, p. 63... . Ed. 


Foil Printing 


e I read with some interest your 
article, “Proof Positive for Printing 
on Foil,” in the May AR. 

When the April issue of Better 
Homes & Gardens was delivered to 
my home, I noticed the insert on foil 
and was most interested to see that 
my copy was printed by the gravure 
process. After reading your article 
in which you stated that the insert 
was printed by letterpress, I had 
occasion to check two other copies 
of this article and they also were 
gravure. 

E. R. Gorpon 

Intaglio Service Corp., Chicago 
Even the experts were surprised at 
the results on the BH&G foil ad... 





but they have assured us that it defi- 
nitely was printed by letterpress and 
not gravure ... Ed. 


Authentic Rural Copy 


e We were particularly taken by the 
L. S. Ayres & Co. ad promoting “Roy 
Rogers Own Movie,” reproduced in 
your May issue (page 33). The ad, 
your caption says, is “typical,” but 
we are still wondering whether to 
credit Rogers Enterprises or L. S. 
Ayres with the authentic, rural copy: 

. ‘varmints’ who Roy, of course, 
brings to justice .. .” 

We are anxiously waiting for your 
reply, so we may know whether it 
was an Ayres’ inspiration, or wheth- 
er Rogers Enterprises and Roy al- 
ways bring them back alive. 

CoLtey NEwMAN 
Creative Director, Galloway- 
Wallace, Oklahoma City, Okla. 


Second Marilyn 


e I read with interest the outstand- 
ing article, “AR’s Bewildered East- 
ern Editor Covers Marilyn’s Double 
Manhattan Unveiling,” in the July 
AR (page 65). But how about a pic- 
ture of the second cut-out sign of 
Marilyn? My wife doesn’t believe I 
was assigned to get a set of pictures 
of the second sign. 

Tep SANCHAGRIN 

Eastern Editor, AR, New York 
Space forced us to omit a picture of 
the second sign in the July AR. But 
to keep peace in the Sanchagrin 
household (and because we really 
wanted an excuse to print it any- 
way), here’s evidence (see cut) of 
our Eastern Editor’s “special assign- 
ment.” ... Ed. 


wry mica 


Net Pr 











. for more details circle 361, page 103 > 


COATED PAPERS 


THE CHAMPION PAPER AND FIBRE COMPANY, HAMILTON, OHIO 


Number Twenty-One of a series designed to show how “Champion Sets the Pace in Papermaking” 





COATED Book 


Satin Proof Enamel 
Hingefold Enamel 

Refold Enamel 

Falcon Enamel 

Format Enamel 
Wedgwood Coated Offset 
Templar Coated Offset 
All Purpose Litho 


cAsT COATED PAPER 


Kromekote Enamel 
Kromekote Label 
Kromekote Litho 
Kromekote Cover 
(Cast Coated 1 Side) 
Kromekote Cover 
(Cast Coated 2 Sides) 
Kromekote Postcard 
(Cast Coated 1 Side) 
Kromekote Postcard 
(Cast Coated 2 Sides) 
Kromekote Box Wrap 


DRUM FINISHED PAPER 
Colorcast Box Wrap 
Colorcast Gift Wrap 
Colorcast Label 


“Tho Chomp 


COATED COVER 


Hingefold Coated Cover 
Refold Offset Cover 


DULL COATED BOOK 
Dullofold Coated 


UNCOATED BOOK 


Garamond Antique 
Garamond English Finish 
Garamond Text (W.M.) 
Wedgwood Offset 
Pasadena Offset 


UNCOATED COVER 


Ariel Cover 
Cordwain Cover 


ENVELOPE PAPER 
Colored Wove Envelope 
Radiant White Envelope 
Foldur Kraft Envelope 
Gray Kraft Envelope 
Suntan Kraft Envelope 
Ne’er Tear Envelope 


COATED post CARD 


Camp 


ap 


BRISTOLS 
Inventory Index 
Canton Postcard 


TAG 
Tuf-Tear Tag 


BOND, MIMEOGRAPH 
Ariel Bond 
Scriptic Mimeograph 


PAPETERIE 
Wedgwood Papeterie 


Garamond Papeterie 
(Embossed and Printed) 


PRESSBOARD 
Champion Pressboard 
Imitation Pressboard 


SPECIALS 

Cigarette Cup Stock 
Food Container Stock 
Coffee Bag 

Tablet Papers 
Drawing Papers 

Red Patch Stock 
Stencil Board 

Pattern Board 

End Leaf Paper 


General Office: Hamilton, Ohio 


MILLS AT HAMILTON, OHIO .-:- CANTON, N. C.++° PASADEN A, 


For full information on how this advertisement was pro- 


duced, write our Advertising Department, Hamilton, Ohio 





Story Book Village 


e It is absolutely impossible for me 
to express my delight at the manner 
in which you featured the Story 
Book Village story (June AR). 


Harotp M. NorMAN 
Story Book Village, Green Lane, 
Pa. 


Fairs as a Medium 


e The May AR earried an article, 
“The Growing Importance of Fairs 
as an Advertising Medium,” which is 
perfect for our external sales promo- 
tion magazine that goes to some 250 
electric appliance dealers. Each year 
communities in this area support and 
attend 12 to 15 of these fairs. 
May we have permission to re- 
print this article? 
B. Litty Jr. 
Editor, The Reddy Reporter, 
Southwestern Public Service 
Co., Amarillo, Tex. 


e I read your article on “The Grow- 
ing Importance of Fairs” (May AR) 
and was very much impressed. 

I would like to know where I can 
get the names of the 70 fairs that 
have attendance of over 200,000 and 
who to contact for booth space at 
these fairs. 

H. D. McCutLox 
President, Pet Products Inc., 
Coral Gables, Fla. 


ROP Color 


e We were very much interested in 
the article on ROP Color by J. Roy 
Peterson (April AR). We would like 
permission to reprint the article for 
use among our advertisers. 

Epwarp J. Reap 

Director of Public Relations, 

Los Angeles Times, Los Angeles 


Imitation Foods 


e One of our clients is seeking a 
source for imitation fruits, vege- 
tables, meats, etc.—the kind of props 
so many of the refrigerator and home 
freezer manufacturers are using for 
display purposes. 

J. A. KIRKLAND 

Kirkland, White & Schell, At- 

lanta 


Syndicated Mailers 


e Can you please give me the names 
of advertising printing companies 
who have available syndicated direct 
mail advertising for the small loan 
industry? 


RoBERT MOLDAFSKY 
Padco Advertising Co., St. Louis 


Cartoon by Spahr 


e May we request permission to 
use the cartoon you published on 
page 38 of your January issue (see 
cut) in our official publication, In- 
stallment Retailing? 
Epwarp L. Sarp 
Executive Director, Natl Assn. 
of House to House Installment 
Companies Inc., New York 


Orchids for AR 


e A few words in appreciation of 
the very interesting information that 
you publish in AR. We have quite a 
large staff in our advertising depart- 
ment and they really look forward to 
receiving every issue. 

We have not been a subscriber 
very long, but it is very interesting 
how we became one. An executive of 
our advertising agency was on a 
business trip through the U.S., saw 
this magazine and enthused so much 
about it that when he showed us a 
copy, we were immediately “sold” 
on it too. Not only do we think the 
edtiorial full of “meat,” but we find 
the advertisements quite thought- 
provoking. 

A. MEYERS 

Advertising Manager, Holeproof 
Ltd., Brunswick, Victoria, Aus- 
tralia 


Women, Too 


e... Your magazine format has 
much greater appeal to women read- 
ers than any other trade journal on 
the market. Being a colorist, I notice 
it most—but even as avid an inquirer 
as I find several of the others too dull 
looking to hold interest or keep per- 
manently. 
SUZANNE CAYGILL 


Color & Fashion Consultant, Los 
Angeles 
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For the finest in Screen Process Inks send for Naz-Dar’s catalog. 
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INKS VARNISHES LACQUERS SILKS 


SQUEEGEES FILMS SCREEN PLATES 
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“For Want of a Postcard 
a sale was lost” 


Like the proverbial nail that was 
missing in the shoe of the General's 
horse, many a sales campaign is 
doomed to failure because it lacks 
an important detail. 


Make sure—in fact, be positive— 
that your next advertising program 
includes a SHORECOLOR postcard. 
Because in a SHORECOLOR card 
you will find that winning combina- 
tion of meticulous craftsmanship 
and loving pride in graphic arts 
performance that predestines suc- 
cess. And, like the nail in a horse’s 
shoe, it costs so very, very little. 





Full-color cards on Champion 10 pt. 
Kromekote postcard: 


6,250 — $106 50,000 —$ 445 
12,500 — $162 100,000 —$ 695 
25,000 — $285 250,000 — $1,675 


Write for Sample Kit of cards which 
have proved successful for many of 
the country’s leading advertisers. 


SHORECOLOR, INC. 


DIV. OF SHOREWOOD PRESS 








304 East 45th St. 
New York 17, N. Y. 
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IT’S SURE TO BE READ... 


u Ad Banners 


BY HOLLYWOOD 


Far away or close-up, day or night, 
your product, your name, your 
message gets across to all shop- 
pers when you've got Hollywood 
Banners ‘on the job! 


HOLLYWOOD 
Pe ae 


116 East 32nd Street, New York 16,N.Y 
Telephone: ORegon 9-4790 
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How 


I SOLVED IT 









Have you solved a work-a-day problem simply and effective- 
ly? Tell us how, in not more than 200 words, with pictures or 
drawings where possible. ADVERTISING REQUIREMENTS will pay 
$10 each for items published here. Send materials to Editor, 
ADVERTISING REQUIREMENTS, 200 E. Illinois St., Chicago 11. 
No material will be returned unless specifically requested, 
and accompanied by return postage. 


Livens Up Slide Films 
With Colored Paper Dots 


When we produce color slide films 
or transparent color slides, we fre- 
quently have many frames that con- 
sist largely of type. Our problem is 
to get a little color into frames that 
don’t have room for much more than 
the copy itself. 

We use colored dots for separation, 
headings, listings of 1-2-3 or a-b-c, 
etc., and while we do carry the col- 
ored gummed stickers that are on the 
market, a rush job often catches us 
short. That’s when I go into mass 
production of all kinds of interesting 
gadgets to use as color relief. 

I brush Retac rubber cement on 
the back of colored papers—we keep 
a supply of about 350 different shades 
in stock. When it dries, I use the 
office punch, the animation stand 
punch and the T-square and Exacto 
knife to get a terrific variety of 
shapes and sizes to pep up type 
frames. 

Total production time of all these 
gadgets? One-half hour at the most! 

MARILYN FISHER 
Depicto Films Inc., New York 


Addressing Mailing Label 
Notifies 3 Departments 


We use “prospect” inquiries as 
sales leads and also add these new 
names to our mailing lists. Our main 
problem was to notify everyone con- 
cerned about a new “prospect” and 
yet hold paper work to a minimum. 

Our solution: we devised a small 
snap-out form (45¢x634”) which is 
made up of a mailing label superim- 
posed on and above three forms for 
(1) the salesman in the field, (2) the 
sales product office, and (3) the di- 
rect mail list. The three forms are 
separated with carbon paper. 

When a “prospect” inquiry comes 





in, our clerk enters the name and 
address on the mailing label. The 
information then appears on the 
three forms beneath it. She also en- 
ters the type of literature requested, 
which also appears on the three 
forms, and the forms are routed ac- 
cordingly. 

In this way, all concerned are noti- 
fied of a “prospect” by the simple 
addressing of a mailing label. 

WiuiaM H. GrirFritTH 
Advertising Department, Kaiser 
Aluminum & Chemical Corp., 
Oakland, Cal. 





| 


Exacto Blade in Compass 


Cuts Perfect Masking Flaps 


I had a problem when I had to 
crop ten halftones as perfect circles 
of various circumferences. The half- 
tones were part of a 16-page booklet 
and could not be defaced or sil- 
houetted with water colors, nor 
could the backgrounds be airbrushed, 
as the halftones had to be used else- 
where in the booklet as square-ups. 

I screwed a No. 11 Exacto blade 
tightly in an ordinary compass, and 
it was then possible to cut masking 
circle flaps for the various circles in 
a very few minutes. The halftone 
was then shot with its circular mask, 
and the flap was raised to shoot the 
halftone as a square-up. 

Wiruiam KLEIN 
Artist, American Chain & Cable 
Co. Inc., Bridgeport, Conn. 
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Yes, let Clement’s mastery of color printing build 
you an outstanding magazine of your own. Slant it 
to create eoodw ill, introduce products or make sales, 
but let bright, sharp letterpress color make it more 


effective. 


Use Clement’s complete facilities to make pro- 
duction easier. Clement can print, bind and distrib- 
ute your magazine. And, if you wish, help you with 


editing and layout, art, engravings and typography. 


Fi 
iat © . 
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8 LORD STREET, BUFFALO, N.Y. 245 ERIE STREET, BUFFALO, N, Y. 





Any Clement sales office can show you how 
Clement saves time and money for leading American 
business firms in the production of catalogs. mailing 


pieces, books. package inserts and magazines. 


J. W. Clement Co. 


Manufacturers of Quality Printing 
Executive Offices and Plant: 8 Lord Street, Buffalo 10, N. Y. 
Sales Offices: Graybar Building, N. Y.; Fisher Building, Detroit 
Subsidiaries: 
Pacific Press, Inc., Los Angeles. Phillips & Van Orden Co., San Francisco 
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6201 SOUTH SOTO STREET, LOS ANGELI - ANNAN STREET, SAN FRANCISCO, CAL, 








NEW 

AR REPRINTS 
NOW 
AVAILABLE ... 





202 TIPS FOR DIRECT MAIL ADVERTISING 


172...A 16-page booklet reprinting AR’s two special articles on direct 
mail advertising, each of which presented 101 tips for admen (February 
Ce ee Se ee herrea baa wees PR eae eee sales 50¢ 


THE USE OF TAPE RECORDERS IN ADVERTISING 


177... The tape recorder is rapidly becoming one of the most versatile 
tools used by admen. This reprint includes two special articles on the 
subject—"The Use of Tape Recorders in Advertising’’ and “An Adman's 


Guide for Selecting a Tape Recorder” (March and April 1955) . . . . 50¢ 


HOW TO GET BETTER ADVERTISING PHOTOS 


171 AR's two-part series of down-to-earth articles on advertising pho 
tography by Errol Prince, Director of Photography, The Cramer-Krasselt 
Co, Milwaukee (April and May 1955)... 2... wc eee eee 50¢ 








THE ROLE OF ADVERTISING SPECIALTIES IN SELLING 


166...How advertising specialties fit into the over-all advertising pro- 
gram. The reprint also includes AR survey, 
(March 1955) 


“How Advertisers and 


Agencies Buy Specialties.” (March 1955) .............206. 25¢ 


MATURITY FOR TRADE SHOW EXHIBITS 


168 ... Today's progressive trade shows require a high degree of exhibit 
craftsmanship. AR editor Dick Hodgson describes some of the present 
day trends. (March 1955) 





Lara lek igh iah aes texte ees oMoldin A aera ee le fo ae 25¢ 


DO'S & DON'TS FOR PREMIUM BUYERS 


169...Gordon C. Bowen, president of the Premium Advertising Assn. of 
America, presents a helpful checklist as a guide for planning premium 


UI. CI PO oe x. a 5 ow Wie eee eee ate a eae = Seis 2c¢ 
HOW TO PREPARE A MODERN ANNUAL REPORT 

173... An expert draws upon his extensive experience to present some 

realistic guides for the preparation of effective annual reports, with 

illustrations to explain his points (March 1955) .............-. 25¢ 


WHAT MAKES GOOD POINT-OF-PURCHASE ADVERTISING 


176... Donald S. Hutchinson, president of the Point-of-Purchase Advertis- 
ing Institute, presents a guide to help admen hit pay dirt at the all- 
impostant point-ofeaie (April 1955) ... 2... ccc ie wsnceens 25¢ 


Please order all reprints by number, enclosing the exact amount 


HOW TO in coins, stamps or checks. Send all orders to: Reprint Editor, 

Advertising Requirements, 200 E. Illinois St., Chicago 11, Ill. On 
ORDER orders of $1 or more, we'll be happy to bill you—smaller orders 
REPRINTS sent only upon receipt of payment. Special prices are available 


upon request for quantity orders. 
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Use Transparent Red Tape 
For Drawing Graduations 


Draftsmen at United Airlines’ San 
Francisco maintenance base must 
prepare artwork for photographically 
silk-screening aircraft instrument 
dials, sometimes with as many as 
100 graduation marks. 

We have found that ruling pens 
are not well-suited for producing 
straight graduation marks of precise 
width and length—besides, one slip 
of the pen can ruin the entire copy. 

So, instead of a pen the artists now 
use transparent red cellulose tape. 
They lay half-inch widths down on 
plate glass, measure the required 
width for the graduations with di- 
viders and cut the strip with 
straight-edge and razor blade to the 
proper length. 
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Concentric circles and radial lines 
penciled on smooth stock 
through to make positioning of the 


show 


strips accurate, and the red color 
reproduces opaque with sharp, clear- 
cut outlines when reduced to exact 
final scale in the process camera. 
Gtorta Esson 
Photo & Reproduction Dept., 
United Airlines Maintenance 
Base, San Francisco, Cal. 





Benzol, Graphite Aid 
To Cleaner Tracings 


Here is a way to get a cleaner and 
sharper job when tracing a rough 
sketch on illustration board. 

Pencil the back of your layout or 
sketch in the usual manner, but ap- 
ply the graphite heavily—more than 
you would use for an ordinary trac- 
ing. Dip a piece of cotton in rubber 
cement thinner (benzol) and wash 
over the graphite with a quick, cir- 
cular motion. The thinner will dry in 
a few seconds. Turn the tissue over 
and trace as usual. 

A blank piece of tissue also may 
be prepared in the same way and 
used between your sketch and illus- 
tration board, in the same way that 
you would use a carbon paper. I tape 
one of these sheets to the edge of my 
taboret and use it many times before 
I discard it. This not only saves time 
but keeps my hands clean for the 
final art. 

Mary E. KuHNn 
Production Manage 
azine, Chicago 
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why you get a full measure 


eo ae Lek t Va KE newspaper mats 


From far-off Switzerland comes the flong for Rapid 
newspaper mats. Made exclusively to Rapid’s specifica- 
tions with the precision for which the Swiss are famed, 
our imported flong is the finest obtainable anywhere. 
Quality control at every step assures the exact thick- 
ness, tensile strength and impression plasticit, that 
enable Rapid to deliver a full measure of quality repro- 
duction in each of four types of mats: 


1) Rapid Plastic Magazine Mat with exclusive plastic 
coating for finest halftone and color reproduction. 

2) Rapid DeLuxe R.O.P. Color Mat for finest newspaper 
color reproduction. 

3) Rapid Super Mat for general newspaper advertising. 


4) Rapid Ad Mat of Super Mat quality but of lighter 
weight flong. 


All four are molded and baked under direct pressure to 
retain their size with no loss due to shrinkage. 


Whenever you use mats for the reproduction of news- 
paper advertisements, specify Rapid. That’s the way to 
protect your investment in original art, photo-engrav- 
ings and advertising space. 


Write the nearest Rapid office for samples of Rapid mats 
THE RAPID ELECTROTYPE COMPANY 


KE for quality reproduction 










Swiss flong quality is controlled by 
9 separate tests during processing. 
Here wet sheets are weighed. 


Tensile strength tests assure the 
rigidity and durability of the finished 
mat in the newspaper plant. 


NEW YORK CINCINNATI DETROIT PHILADELPHIA SAN FRANCISCO 
Atlantic Electro. & Stereo. Co, E Co. Northern a Co. Co. Electrotype Co. 
VAnderbilt 6-0900 iene 11 TRinity 5-6 yee -§902 “toe a 


CHICAGO: Sales Office, DEarborn 2-2016 HARTFORD: New England Sales Office, ADams 3-3409 













PLASTIC PLATES 
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ATLANTICTYPES JOB ELECTROS 
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Smart Car Makers 
use Balloons to... 
@ swell sales in sagging 
areas 
* - new models a 
ig sendoff 
e@ boost dealer en- 
thusiasm every- 
where 


Because 


PIONEER Qualatex Balloons 


@ are inexpensive, easy to use 
@ have real toy value as 
premiums 


@ carrying printed adver- 
tising far and wide 
















































Get ideas, samples 
and imprint information 
from our Premium Dept. 






Write today to... 






\we PIONEER SEN, 


“ Title Road *) =~" ad 





BALLOONS 
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Screen Colors 


guarantee superior out- 
ro CeToT Mie Mods (mm lets alts 























color range, improved 





workability, lowest cast. 


CRU A Gaerne 
FM ACM ee 


RADIANT COLOR CO. 


830 Isabella St., 
Oakland 7, Calif. 


Manufacturers of VELVA-GLO 
Fluorescent Papers + Cardboards 
Screen Colors + Bulletin Colors 
ATT ra ay 
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1-30 
Gift Cheese Shopper's Time . . . spon- 
sored by American Dairy Assn., 20 W. 
Wacker Drive, Chicago 6. 
Butter-Baked Turkey Time . . . sponsored 
by American Dairy Assn., 20 W. Wacker 
Drive, Chicago 6 


Christmas Seal Sales . . . sponsored by 
National Tuberculosis Assn., 1790 Broad- 
way, New York 19. 


Pumpkin Pie Time 


National Author's Day . . . sponsored by 
Mrs. Nellie McPherson, Bement, III. 


1-7 
American Art Week . . . sponsored by 
American Artists Professional League, 
Inc., c/o Mrs. T. F. Gibson, Haddonfield, 
wy. 3. 


3-12 

Tuna-Macaroni Time . . . sponsored by 
National Macaroni Institute, Palatine, IIl., 
and Tuna Research Foundation, Long 


Beach, Calif. 


3-19 
National Children’s Book Week .. . spon- 
sored by Children’s Book Council, 50 W. 
53rd St., New York 19. 


World Community Day . . . sponsored by 
United Church Women, 156 Fifth Ave., 
New York 10. 


6-12 

American Education Week . . . sponsored 
by American Legion, 777 N. Meridian St., 
Indianapolis; National Congress of Par- 
ents and Teachers, 700 N. Rush St., Chi- 
cago; National Education Assn., 1201 
16th St. N.W., Washington, D. C.; Office 
of Education, Dept. of Health, Welfare 
and Education, Washington 25, D. C. 


6-12 
National Cat Week .. . sponsored by 
American Feline Society Inc., 41 Union 
Square West, New York 3. 
Optimist Week . . . sponsored by Opti- 
mist International, 1721 Railway Ex- 
change Bldg., St. Louis 1. 


7-13 
National Radio & Television Week . . . 
sponsored by Radio-Electronics-Television 
Manufacturers Assn., Wyatt Bldg., Wash- 
ington 5, D. C. 


Election Day 





11 


Veterans’ Day (formerly Armistice Day ) 


12 


National 4-H Achievement Day .. . spon- 
sored by U. S. Department of Agriculture, 
Washington 25, D. C. 


13-19 
Diabetes Week . . . sponsored by Ameri- 
can Diabetes Assn., 1 E. 45th St., New 
York 17. 


13-20 
National Truck Transportation Week .. . 
sponsored by Independent Advisory 
Committee to the Trucking Industry Inc., 
100 Vermont Ave. N.W., Washington, 
D.C. 





19-December 19 
Jewish Book Month . . . sponsored by 
National Jewish Welfare Board, 145 E. 
32nd St., New York 16. 


20 
Freedom of Religion Day . . . sponsored 
by American National Patriotic Society, 
Pittsfield, Ill. 


20-26 
National Cage Bird Week . . . sponsored 
by National Cage Bird Week, P. O. Box 
943, Fond du Lac, Wis. 


20-26 
National Latin America Week . . . Rich- 
ard B. Falk Associates, 220 W. 42nd St., 
New York 36. 


24 
Thanksgiving Day 


29-December 3 
National Prosperity Week . . . sponsored 
by Christmas Club, 230 Park Ave., New 
York 


e@ AR invites reader participation in this 
service. All items intended for inclusion 
in this column should be addressed to: 
Special Promotions Editor, Advertising 
Requirements, 200 East Illinois St., Chi- 
cago ll, Ill. 









“How ya doing on that new mobile 
design?” 












AUGUST 


6-9 Mail Advertising Service 
Assn., annual convention— 
Statler Hotel—Los Angeles 

Int'l Assn. of Printing House 
Craftsmen Inc., 36th annual 
convention — Netherland 
Plaza Hotel—Cincinnati 

Photographers Assn. of Amer- 
ica, Inc., 75th anniversary 
convention—Conrad Hilton 
Hotel—Chicago 


7-10 


15-19 


SEPTEMBER 


6-9 Nat'l Paper Trade Assn., fall 
meeting—Conrad Hilton 
Hotel—Chicago 

Int'l Typographic Composition 
Assn., 36th annual conven- 
tion — Hotel Claridge — At- 
lantic City 

Screen Process Printing Assn 
Int'l—Ambassador Hotel— 
Atlantic City, N. J. 

Direct Mail Advertising Assn 
—annual convention—Mor- 
rison Hotel—Chicago 

Packaging Machinery Manu- 
facturers Institute—The 
Homestead—Hot Springs 
Va. 

Nat'l Assn. of Photo-Lithog- 
raphers, 23rd annual con- 
vention— Hotel Statler — 
Cleveland 


7-10 


10-14 


12-14 


15-18 


21-24 


OCTOBER 


1-5 Nat'l Stationery & Office 
Equipment Assn. — Conrad 
Hilton—Chicago 

2-6 Outdoor Advertising Assn. of 
America Inc.—Jefferson Ho- 
tel—St. Louis 

2-8 Photographic Society of Amer- 
ica—Boston 


15-20 Printing Industry of America 
Inc., annual convention — 
Chalfonte-Haddon Hall— 
Atlantic City, N. J 

19-22 Int'l Assn. of Electrotypers & 
Stereotypers, 58th annual 
convention—Hotel Shore- 
ham—Washington 

20-21 Audit Bureau of Circulations 


4lst annual meeting—Drake 
Hotel—Chicago 


31-Nov.2 Packaging Institute—Annual 
Forum—Hotel Statler—New 
York City 

NOVEMBER 

8-10 Fourth Canadian Nat'l Pack- 
aging Exposition and Na- 
tional . Conference — C.N.E. 
Automotive Bldg.—Toronto 

14-16 Advertising Trades Institute 
Advertising Essentials Show 
—Biltmore Hotel—New York 
City 

28-30 Int'l Assn. of Fairs and Exposi 


tions—Hotel Sherman—Chi- 
cago 
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When Heinn custom-styles a 
binder for your special need, 
expect an original — an easy- 
operating, distinctively styled 
binder better than all others. 
Such a binder beautifies your 
catalog or manual, invites cus- 
tomer action. Years from now, 
when ordinary binders are 
worn out, your Heinn covers 
will still be attractive and 
serviceable. 


This performance explains 
repeat orders from companies 


A HEINN Qugi 


created for you, can improve 
your sales operation 











a 








ed ld 


Representatives 
in many 
major markets 





in a hundred different fields. 
Some orders come from people 
who have been Heinn custom- 
ers for 40 years — proof that 
Heinn Loose-Leaf Binders 
help maintain high selling 
efficiency. 







WHERE'S THAT 
#!Y°?!© SHEET 


He'd find facts in 
three seconds with a 
Heinn indexing. 


This coupon will bring you the facts: 


THE HEINN COMPANY 


@ 306 W. FLORIDA STREET @ 


MILWAUKEE 4, WISCONSIN 


We are listing quantities of items on which we’d like complete information: 


_-.eeseveee.- SALESMEN'S CATALOG BINDERS 
_.—~-~---DEALER CATALOG BINDERS 

_..MANUAL COVERS (Sales, Service, Parts) 
evnceeceseee PRICE BOOKS 

erewsescersee t UEC 


Name 


Address 


ORIGINATORS OF THE LOOSE-LEAF SYSTEM OF CATALOGING 





(CO Send ‘'Facts at Your Fingertips,’' Heinn's new 
booklet for the catalog planner. 


(0 Have your representative call. 


Firm 


City, State 


LEADERS SINCE 1896 
for more details circle 384, page 103 
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Here’s a complete photographic service 


to meet your advertising requirements 









% Color or B&W prints for reproduction or retouching 


% Color or B&W prints for publicity 










# Color or B&W industrial illustration on assignment 






% Color or B&W illustrative and advertising photography 






+ Color or B&W Photo-Murals in any size using your 4 x5 
or larger negatives, glossy prints, or original art. 












Tell us what 


you need 


ae es to: 
WES 


175 OTT 








tS hee 
RWA AVENUE. N.W- 




















ey mo Michigan s gel , 
PENA exclusively ' 


ercial yl elas 








comm 
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iN Sign language 


GOA 


means gales! 


Signs by GOA are never bash- 
ful. They speak right out in 
terms of impact, identification, 
repetition, remembrance... . 
and sales. 






They repeat their sales mes- 
sage after dark, too, with eye- 
catching brilliance that defies 
inattention. 

Why not let GOA speak vour 
language when it comes to 
signs? Remember—whether 
you need one or a hundred, 
tailor-made signs by GOA are 
based on sales.. 










. your sales. 


PHONE your local office or 


write today to GOA, 515 S. Loomis 
Street, Chicago 7, Iilinois. 








OT aL LL 


ee : 
a 
i eases 
——eneeheneeiy:/ 








General Outdoor Advertising 


MCORP OR ATEO 2, 








. for more details circle 378, page 103 
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e The Dollars and Sense of Business 
Films, 128 pages, Association of Na- 
tional Advertisers Inc. (New York), 
$5... This book provides heretofore 
confidential data on actual produc- 
tion, print, distribution costs and 
methods for advertising and public 
relations films produced by 67 of the 
nation’s leading companies. Based on 
a survey of 157 non-theatrical films 
representing a total investment of 
$12,000,000, the book shows that it is 
possible to produce successful non- 
theatrical films for $25,800, the me- 
dian cost in this study; color films 
are favored nearly four to one; a 
typical sponsor spends 55% of his 
budget for the production itself, with 
release prints accounting for 25% 
and distribution, 19%. The book 
points out that the business-spon- 
sored film is now a widely used ad- 
vertising and public relations me- 
dium, attested by the fact that 86.6 
million viewers have already seen 
46 of the films included in this study 
and that sponsors design their films 
so they will have a long life—at least 
five years. 


e Creative Advertising, Charles L. 
Whittier, 588 pages, Henry Holt and 
Co. (New York), $8.30 . . . Of value 
to admen from apprentice to adver- 
tising manager, this encyclopedic 
treatment of advertising presents a 
gold mine of helpful and constructive 
information. Mr. Whittier examines 
the what, why and how of advertis- 
ing from the standpoint of fresh ideas 
and new approaches. Photographs 
and line drawings illustrate all 
phases of the advertising business, 
including details about media, lay- 
outs and illustrations, printing, pho- 
toengraving, typography, special 
markets, retail advertising, market- 
ing, consumer and dealer research, 
copywriting, radio and tv, and the 
integration of advertising and sell- 
ing. 


e County Agents Directory, 224 
pages, Agricultural Leaders’ Digest 
(Chicago), $5 .. . Dates of state fairs, 
conferences and expositions are 
listed in this 40th annual directory. 
The directory also contains more 
than 16,000 of the important names 
in American agriculture, including 
the recent changes in the U. S. De- 
partment of Agriculture. 
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Only 132 days to Christmas 


And none too soon for retailers, manufacturers 
and mail order firms—and their printers too—to 
be thinking about printing papers for 

Christmas catalogs and sales promotions. Your 
nearby Oxford Merchant will be glad to show 
you what fine printing papers can do to help 
make your holiday catalogs and promotions an 
outstanding success. 


| NEW COATED 
OFFSET PAPERS 


Mm SEE NEXT PAGE > 


xford Papers 
dp Build, Calls — 


A nnouncing 





This insert is a sample 


of the offset results Nation-wide Service 
Through Oxford Merchants 


you can get on a N. Y. yes . W.H. Smith Paper Corp. 
sheville 


ip wee fees: 's a te . . Henley Paper Co. 
Pe Ss te we " Wyant & Sons Paper Co. 
Augusta, Maine . . . . Carter, Rice & Co. Corp. 




































































































































Baltimore, Md... . . The Mudge Paper Co. 
lk Bethlehem, Pa. .. " Wilcox- Walter-Furlong Paper Co. 
Boise, Idaho . . . . . . Blake, Moffitt & Towne 
Boston, Mass.. . . . . . Carter, Rice & Co. Corp. 


OXFORD 


Storrs & Bement Co. 

Buffalo, N. Y. . . . . . Franklin-Cowan Paper Co. 
Charlotte, N.C... . . . . Caskie Paper Co., Inc. 
Henley Paper Co. 

Chattanooga, Tenn. . . . . Bond-Sanders Paper Co. 
Chicago, Ill. . . . . . Bermingham & Prosser Co. 
Bradner, Smith & Co. 

Marquette Paper Corporation 

Midland Paper Company 

The Whitaker Paper Co 


Cincinnati, Ohio . . . . . The Johnston Paper Co. 

The Whitaker Paper Co. 
Cleveland, Ohio . . . . . The Cleveland Paper Co. 
Dayton,Ohio . . . . . . The Whitaker Paper Co. 


Des Moines, Iowa . . . Bermingham & Prosser Co. 
Detroit, Mich. . . . . . . Chope Stevens Paper Co. 
Fresno, Calif. - . . . . . Blake, Moffitt & Towne 
Gastonia, N. C. —_ S . . Henley Paper Co. 
Hartford, Conn... . . Green & Low Paper Co., Inc. 

Storrs & Bement Co. 
High Point, N. C. - « « « « « Henley Paper Co. 
Indianapolis, Ind. . . . . . MacCollum Paper Co. 
Kalamazoo, Mich. . . . Bermingham & Prosser Co. 
Kansas City, Mo. . . . . Bermingham & Prosser Co. 





Graham Paper Co. 
Knoxville, Tenn. . . . . . . Louisville Paper Co. 
Little Rock, Ark. . . . . . . . Roach Paper Co. 
Long Beach, Calif.. . . . . Blake, Moffitt & Towne 


Los Angeles, ans es we es ee Moffitt & Towne 
OXFORD PAPER COMPANY Lynchburg, Va... .  . Caskle Paper Co. Ine 


RUMFORD. MAINE * WEST CARROLLTON, OHIO Manchester, N.H. . . . . . . C.H. Robinson Co. 


Memphis, Tenn.. . . . . Louisville Paper Co. 





Pee Wau ‘ 4 : me . . Milwaukee, Wis. . . . Aliman-Christiansen Paper Co. 
VP aber C2 ew o he Al RE OI EH ET ied Sensenbrenner Paper Co. 
Minneapolis, Minn. . . Wilcox-Mosher-Leffholm Co. 
Nashville, Tenn. . . . . . Bond-Sanders Paper Co. 
Newark, N.J. . . . . . Bulkley, Dunton & Co., Inc. 


New Haven, Conn. . . . . Bulkley, Dunton & Co. 
( Division of Carter, Rice & Co. Corp.) 
Storrs & Bement Co. 


PLanoFLex is one of Oxford’s three new coated offset 
papers, perfected after three years of research and now in 





? . A a : New York, N. Y. . . . . . Baldwin Paper Co., Inc. 

full production. All three rank high in brightness, opacity Bulkley, Dunton & Co., Inc. 
ia Green & Low Paper Co., Inc. 

> j i ili Kennelly Paper Co., Inc. 

and appearance and have excellent dimensional stability. Sa. &. 
‘lusi , i ives i Oakland, Calif. . . . . . . Blake, Moffitt & Towne 

A new, exclusive coating formula gives them a level, polished es: ss 
: j j ick-resis 1 Philadelphia, Pa. . . . . Atlantic Paper Co. 
surface with high pick-resistance for outstanding press | ieceinieieeme ee 
results in monotone and full color. Phoenix, Ariz. . . . . . . Blake, Moffitt & Towne 
Pittsburgh, Pa, .... . . . - General Paper Co. 

Brubaker Paper Co. 

PLANOFLEX is a moderately priced, coated-two-sides offset paper Portland, Maine . . . . . . . C.H. Robinson Co. 
. = ene . e Portland, Oregon . . . . . Blake, Moffitt & Towne 
with printing qualities comparable to higher priced offset enamels. Providence, R.1........ . Carter, Rice & Co. Corp. 


. : : . Reno, Nevada ... . . . Blake, Moffitt & Towne 

Planoflex meets all normal requirements for quality offset repro at. ia ieriE 
duction in monotone and full color. It takes varnish well and is Rochester, N. Y. . . . . Genesee Valley Paper Co. 
Sacramento, Calif. . . . . . Blake, Moffitt & Towne 


also suitable for letterpress gloss ink printing. Leu, Bo... . . . Geemncem & Peesur Co. 


Graham Paper Company 
SWIFT RIVER is a low priced coated-two-sides offset sheet approach- Shaughnessy-Kniep-Hawe Paper Co. 


‘ ‘ a eh an is Tobey Fine Papers, Inc. 
ing Planoflex in printing qualities and appearance. It is recom- San Bernardino, Calif. . . . Blake, Moffitt & Towne 


> i - ti i > San Diego, Calif. . . . . . Blake, Moffitt & Towne 
mended for quality offset reproduction in monotone and full color. cc ieen dua... . ieee ten 
It is suitable for varnishing and for letterpress gloss ink. printing. San Jose, Calif... . . . . . Blake, Moffitt & Towne 
Se Blake, Moffitt & Towne 


. . : , . . ° South Bend, Ind. . . . . Bermingham & Prosser Co. 

UNIFLEX-C1S is a companion sheet to Planoflex in coated-one-side Spokane, Wash... . . - . Blake, Mollet & Towns 
offset. It is equal to Planoflex in printing qualities and appearance. Springfield, Mass. . . . . . Bulkley, Dunton & Co. 
(Division of Carter, Rice & Co. Corp.) 


It, too, meets all normal requirements for quality offset reproduc- Mill Brand Papers 


tion in monotone and full color; it is excellent for varnishing as well Paper House of New England 
. sa Stockton, Calif. . . . +. + Blake, Moffitt & Towne 

as for letterpress gloss ink printing. Tacoma, Wash. . . . . . . Blake, Moffitt & Towne 
Toledo, Ohio . . . . . . . Paper Merchants, Inc. 


TWO VALUABLE AIDS. (/ ) The oxrorD PAPER SELECTOR CHART helps you select the Tucson, Ariz.. . . . . . . Blake, Moffitt & Towne 
right grade of paper for each job. (2) The Oxford PAPER COST CALCULATOR are sg slg E a on tae eee 

ickly eiv “act C . 08 : orcester, ass. . Ss orp 
quickly gives the exact cost per 1000 sheets for common weights and sizes of “am: .... . . . The Mudge Paper Co. 


printing papers. Ask your nearby Oxford Merchant or write us direct. 





OXFORD PAPER COMPANY, 230 Park Avenue, New York 17, N. Y. % OXFORD MIAMI PAPER COMPANY, 35 East Wacker Drive, Chicago 1, Ill. 
Mills at Rumford, Maine, and West Carrollton, Ohio 





PRINTED MATERIAL 
Old Ideas Brought Up-to-Date 


Not infrequently, some of the most effective promotion pieces are 
adaptations of once popular items which have become uncommon 
through disuse. Revivals of such items often fill a specific need 
and have added value because of nostalgia. Such is the case of 
a current promotion piece from radio station WRCA (New York), 
which used the once popular “printed motion picture” to tell a 
merchandising story. A series of 32 sequence photos, each on a 
single 2'4x3" page, is bound at the bottom. By riffling through the 
series with the thumb the pictures ‘come to life.” 


PRINTED MATERIAL 
Miniature Letters 


Attached to the “printed motion picture” gimmick described at the 
left was another effective promotion piece from WRCA—a minia- 
ture testimonial letter from Metropolitan Bottling Co. Inc. (Long 
Island City, N. Y.). The miniature reproduced the letterhead and 
signature in color, with typed copy in black. In many cases, such 
miniatures have more impact than actual-size reproductions, which 
look too much like the multitude of printed letters received daily 
by business men. The WRCA miniature was 37@x5%4", printed on 
white letterhead bond stock. 


PRESENTATIONS 
Polaroid Photos 


An unusual way to add a “custom” touch to a mass-produced 
sales presentation is the addition of an on-the-spot photograph 
taken with a Polaroid ‘one-minute’ camera. The presentation can 
be designed so that a picture taken during a sales call can be 
added quickly, giving an unusual personal touch. If it is desirable 
to have the photo already on the presentation when the call is 
made, a picture of the plant or office can be taken and placed in 
position quickly just before approaching the prospect. No matter 
how unprofessional the photograph, it can work wonders. 


ARTWORK 
Quick Illustration 


Need a quick illustration? This 


Mark it : 

on your - piece of art from a flyer put out 

calendar... by the Chicago Industrial Adver- 
> tisers Assn. might be the answer. 


Just rip a page or two off your 
desk calendar; add a couple of 
lines . . . and there you are. No 
need, of course, for the hand and 


pencil if you're in a real hurry. 





CONTESTS 
Help from the Ladies 


It has become quite common to make special efforts to bring 
salesmen's wives “in on the act” in promoting sales incentive 
contests. A little pressure from the home front can be a big factor 
in spurring the sales staff to greater efforts. However, many com- 
panies overlook the importance of keeping wives informed of the 
actual progress of their salesmen husbands. Progress reports 
prepared especially for the wives—are a natural extension of 
any promotion in which they are included. Giving families the 
“straight scoop’’ can bring additional dividends. 


EXHIBITS 
Advance Attendance Builder 


Is your firm planning a trade show exhibit in the coming months? 
It so, here’s an effective way to get prospects to attend. A New 
York firm sent out shorthand letters to secretaries of 550 possible 
attendees at a Chicago convention. The letter asked the secretaries 
to remind their bosses to visit the company’s exhibit and promised 
the Girl Fridays a gift if their bosses showed up. As further proof 
of women's persuasive powers, 137 of the bosses attended—an 
excellent response to the mailing. 


Sales Review 


MERCHANDISING 
Promoting Company Advertising to Employes 


It's not, of course, uncommon to make special efforts to inform 
salesmen, distributors, wholesalers, retailers, etc. about company 
advertising. But H. K. Porter Co. Inc. (New York) goes one step 
further—letting all employes in on the story. Each issue of Porter 
People, Products & Places, the company publication, carries a 
special feature, “‘Where Porter Advertises.”’ The full-page features 
don't describe the advertising itself, but give a background on 
each of the publications used, including a picture of a typical 
cover of each magazine. 


PRINTED MATERIAL 
Adding a Price Tag 


While everyone likes to get something for nothing, it’s universal 
to hope to get ‘more than you pay for.’ This thinking has been 
cpplied effectively to printed material intended for free distribu 
tion. No matter how good the material, as long as it is obviously 
“free” many recipients fail to really appreciate it. The answer is 
to print a price on the item. The price, of course, should be in 
keeping with the value of the item. (See ‘The Editor's Notebook, 
page 4, September ‘54 AR for an interesting example of what 


happened when a price was added to a previously unpriced item. 
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) The female matrix used in making plastic plates 
f . . 
Wh at Ss th © must be produced with the same skilled craftsman- 


ship and minute scrutiny that is essential in every 


. other phase of production. But the secret that gives 
of a faithful 


our patented Duramatria such outstanding fidelity is 


the special material we produce ourselves for making 
this female matrix. That’s one of the key reasons 
; why only Reilly Plastictypes retain the full 


routing depth of .055 in open areas. 


Now you know why we dare stand up and say in a 
clear and confident voice: Reilly Plastictypes will give more faithful 


newspaper reproduction than any other plastic plate money can buy. 


REILLY ELECTROTYPE—NEW YORK CUT Tal bY sod a) 


Other Divisions of Electrographic Corporation: Ameri ~ 4 3 1 LLY 
Electrotype, San Francisco * Advance-Independent Electroty, . 


Indianapolis ¢ Lake Shore Electrotype, Chicago ® Michigan 


Electrotype, Detroit ¢ New Haven Electrotype, New Haven e e ww ‘| ICTYP aot 
Reilly Plastictype, Los Angeles ¢ The Wrigley Company, Atlanta 


August 1955 . for more details circle 415, page 103 








Adwertising Requirements 





The author of ‘‘The Business Founding Date Directory’ explains how special 


promotions can be built around any anniversary of an advertiser. 


By Etna M. Kelley 


Your company’s centennial (or its 
Golden Anniversary or Diamond 
Jubilee) is eight years distant. The 
advertising and promotion staffs have 
been telling wistfully of the wonders 
they’d work if given a crack at this 
juicy theme next year. 

You can tell them they need not 
wait. There are alternatives. 

First of all, there’s no law against 


celebrating a business anniversary at 
any time. The popular anniversary 
years are, of course, the 100th, 75th, 
50th, and to a lesser degree the 40th 
and 25th. But any multiple-of-five 
year may be used as an anniversary 
promotion theme, and for that mat- 
ter, one of the so-called off-years, 
such as the 62nd, might be used. The 
department stores are adopting this 
practice. Last autumn, for example, 
Kresge-Newark put on a store-wide 
promotion in honor of its 84th birth- 
day. Macy’s (New York) took dozens 


of full-page newspaper advertise- 
ments to call attention to its 96th 
birthday. Stern’s (New York) staged 
its “Greatest Anniversary Sale in 87 
Years,” announcing the event with 
big headlines. 


> While company histories are most 
likely to be issued in commemoration 
of major anniversaries, such as the 
D0th or 100th, here are the titles of 
some that were brought out in in- 
between years: “65th Anniversary: 
Straight Ahead Since 1886” (Fitz- 
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gibbons Boiler Co.); “85 Years in the 
Pump Business” (Flint & Walling 
Co.—a folder, but it compresses quite 
a bit of interesting historic data into 
its tight format); “The History of 
the Bagley and Sewall Co. 1823- 
1946”: “Camillus, the Story of an 
American Small Business” (pub- 
lished in 1944, when the Camillus 
Cutlery Co. was 68 years old). 

But let us suppose that a company’s 
management does not wish to skim 
the cream off its centennial or other 
major anniversary due in a few years 

yet is in the mood for dipping into 
its file of historical material and us- 
ing nostalgic themes in a current 
promotion. 

Here are some ways to do it: 


1. Observe the anniversary of a pio- 
neer in the industry, an invention, 
or other “milestone” promotional peg 
available to the entire field or indus- 
try. This is especially feasible if the 
industry’s association or its public 
relations counsel does the necessary 
research, works out details, and acts 
as a clearing house for those wishing 
to participate, singly or in teams, in 
the celebration. 


2. Observe the anniversary of a 
brand. 


3. Observe the anniversary of the 
head of the company or one of its 
other officials (especially good if he 
founded the organization or is a de- 
scendant of one of the founders). Or 
observe the anniversary of the oldest 
employe, or of a descendant of the 
founder (even if retired or no longer 
associated actively with the firm). 


4. Observe the anniversary of the 
company’s association with another 
organization: the advertising agency 
or an advertising medium used for 
many years; a major distributor; the 
company’s oldest customer, etc. 


5. Build a promotion around the 
making of the millionth (or ump- 
teenth) bicycle, refrigerator, or 
whatever the firm’s product may be; 
or the sale of the 500,000th ticket, 


policy, service contract, etc. 


> Here are some examples of what 
has been done, both on an industry- 
wide basis and by individual com- 
panies, along the lines described 
above. 


e Saugus Ironworks Restoration .. . 
The entire steel industry has the op- 
portunity to share in the publicity 
surrounding the restoration of the 
country’s first successful ironworks 
at Saugus, Mass., opened to the public 
as a national shrine last September. 
Established some 300 years ago, the 
ironworks was one of the first large- 
scale industrial enterprises in 


24 °* ar « August 1955 


America and can be considered a 
prototype of American industry in 
general. 

Though no maps of the original 
plant could be found, the restorers 
were able to work from the remnants 
of buildings still on the site and from 
documents and other records that 
had been preserved. The services of 
archaeologists, historians, architects 
and construction engineers went into 
the project, sponsored by the First 
Iron Works Assn. and financed by 
the American Iron & Steel Institute. 
Benjamin F. Fairless, chairman of 
the board of U. S. Steel Corp., and 
Edward L. Ryerson, chairman of the 
executive committee of Inland Steel 
Co., were among the principal speak- 
ers at the dedication ceremony. 

Hill & Knowlton, public relations 
counsel for American Iron & Steel 
Institute, has been sending out pho- 
tographs both of the restored iron- 
works and of modern steel plant 
operations, and releases about the 
original works at Saugus and the 
people who ran it, the state of in- 
dustry, metalworking in particular, 
300 years ago, etc. As a result of the 
widespread publication of this mate- 
rial, many Americans are giving 
thought to the origins and progress 
of heavy industry and its contribu- 
tion to the modern way of life. 


@ Diamond Jubilee of Light ... In 
1954 there was industry-wide ob- 
servance of the 75th anniversary of 
Edison’s invention of the electric 
light bulb in 1879. The utilities and 
the makers of electrical equipment 
were the chief beneficiaries. Par- 
ticipation took many forms. Typical 
publicity stunt: the engineers of 
Broadway Maintenance, the com- 
pany that lights New York’s Great 
White Way, dressed a girl named 
“Miss Veon” in an abbreviated cos- 
tume consisting largely of veon tub- 
ing flashing in two colors. Typical 
tie-in advertisement: Sylvania’s full- 
page, with the “Jubilee” medallion 
pictured in the center, flanked by a 
drawing showing young Thomas A. 


SUCOODEDEROOORODEOOUEREEOROCREGCORGHGRRROCOCGRRCRRGORERGRORGRaCHRRReeteeeeES 


B.Clark 
“Just think of all the fun the public 
misses when we correct mistakes like 
that.” 


Edison (presumably) and a photo- 
graph of a modern worker with a 
fluorescent lighting fixture. The high 
spot of the year was the television 
show produced by David O. Selznick, 
considered by many to be the best 
program of the year. 


e 75th Anniversary of the Classi- 
fied Telephone Directory . . . Ob- 
served in 1954 in various ways by 
the different telephone companies. 
The New York Telephone Co., for 
example, featured a special medal- 
lion seal on the front cover of the 
year’s classified telephone directory. 
The company also gave away souve- 
nir medallion seals encased in clear 
plastic, usable as paperweights. It 
sent press releases harking back to 
the days when the telephone was 
new, as well as replicas of the city’s 
first telephone directory. (Fifty of 
the 271 subscribers listed are still in 
business, five at their original ad- 
dresses. ) 


® Centennial of Gas Servi - in Chi- 
cago ... In 1950, five years before 
the company’s centennial, the Peo- 
ples Gas Light & Coke Co. cele- 
brated the centennial of gas service 
in Chicago. The high point of the 
celebration was the opening of a per- 
manent exhibit at the Museum of 
Science & Industry in that city. The 
utility bore the expense of assem- 
bling the exhibit, $100,000. A 32-page 
booklet, “100 Years of Gas Service 
in Chicago,” was published by the 
company in honor of the occasion. 


e Ice Cream Centennial . . . Ob- 
served by the dairy industry in 1951. 


e Venus Pencil ... American Lead 
Pencil Co. (Hoboken, N. J.) won 
quite a bit of publicity through ob- 
serving the 50th anniversary of its 
use of Venus de Milo as a trademark 
and Venus as a brand name. Photo- 
graphs made of a cake-cutting cere- 
mony gained wide circulation, as 
did the accompanying reminder that 
the current top executives (who cut 
the birthday cake) represent the 
fourth generation of the family con- 
nected with the business. 


e Ivory Soap ... One of the liveliest 
promotions of 1954 was the celebra- 
tion of the 75th anniversary of Proc- 
ter & Gamble’s Ivory brand. Exten- 
sive press coverage was attained by 
the manufacturer, because of the 
good choice of illustrative material 
and editorial copy sent out. The 
material, furnished in a kit, included 
glossy prints of early Ivory adver- 
tisements, a reproduction of the 
famous New Yorker cartoon of 1928, 
depicting the consternation of the 
P&G people “the day the cake of 
soap sank,” a photograph of the orig- 
inal “Ivory Baby” as she was and 





another showing her today with her 
own baby, etc. 


e Prexy’s Anniversary . Tradi- 
tion-minded Handy & Harman, fab- 
ricator of precious metals, observes 
its own anniversaries (the company 
began in 1867). But it also puts on 
quite a show when one of its execu- 
tives rounds out 50 years with the 
company. For example, when the 
president, Gustav H. Niemeyer, com- 
pleted his 50th year with the com- 
pany on May 1, 1950, a testimonial 
dinner was given him at the Wal- 
dorf-Astoria. The employes pre- 
sented him with a gold cigar box 
ornamented with a gold cast medal- 
lion bearing his likeness. His wife 
was presented with 50 yellow roses. 
The company’s magazine, Scraps, 
carried an account of the event as 
its lead feature that month, with Mr. 
Niemeyer’s picture on the front 
cover. 

Handy & Harman paid a similar 
tribute in October, 1953, to Howard 
W. Boynton, the treasurer, in honor 
of his 50th anniversary. Over 100 
H&H people attended the dinner in 
his honor at the Waldorf, and he was 
given a tray, made of H&H gold, by 
his associates. His wife also received 
50 yellow roses, and a gold bracelet. 
Though these tributes were not given 
to win publicity, they did not go un- 
noticed by the press. 


> When a company celebrates its 
anniversary it is not unusual for its 
customers, suppliers or other busi- 
ness associates to honor it in one way 
or another. Sometimes they take ad- 
vertising space in a special edition 
of a newspaper or business magazine 
to pay tribute to the celebrant. A 
variation of this procedure was J. M. 
Huber Corp.’s salute to R.C.A. Vic- 
tor in a special issue of its magazine, 
Huber News, on the occasion of the 
50th anniversary of the first Red 
Seal record (which took place dur- 
ing observance of the 75th anniver- 
sary of the phonograph, in 1953). 

To celebrate the 25th anniversary 
of the “Voice of Firestone” (radio 
and tv), there was a ceremony with 
mutual felicitations by David Sarn- 
off, chairman of Radio Corp. of 
America and National Broadcast- 
ing Co., and Harvey S. Firestone 
Jr.. chairman of Firestone Tire & 
Rubber Co. 

Another such team-up: During 
the celebration of the 50th anniver- 
sary of Harley-Davidson Motor Co., 
there was a special anniversary for 
the presentation of a framed scroll 
to Frank Birch, president of the com- 
pany’s agency, Klau-Van Pietersom- 
Dunlap, by William H. Davidson, 
president of the motor manufactur- 
ing firm. 


e Johnson Motors’ Millionth Sea- 
Horse Outboard Motor . . . On Jan- 
uary 6, 1953, the Waukegan News- 
Sun published a 44-page special 
edition commemorating the manu- 
facture of Johnson’s millionth Sea- 
horse motor. Members of the com- 
munity, suppliers and customers 
joined in paying tribute to Johnson, 
through the paper’s advertising col- 
umns. 


@ General Motors’ 50,000,000th Car 
came off the assembly line last No- 
vember amid such nationwide fan- 
fare as special editions of 127 news- 
papers, with advertising insertions 
of 12,000 suppliers. Oddly enough, 
the promotion originated with the 
Flint Journal, the:. spread to other 
papers, with General Motors coming 
into the picture only six weeks be- 
fore the time of the celebration. A 
Chevrolet (gold-plated) was given 
the honor of being No. 50,000,000. 





There were company luncheons, 
civic affairs, and a speech by Harlow 
H. Curtice, GM’s president, over 
closed circuit tv. 


A company’s anniversary, espe- 
cially the 50th, 75th or 100th, is the 
ideal promotional theme. But many 
a sales promotion manager may live 
out his business career without ever 
getting a crack at such a theme. And 
every now and then the anniversary 
year comes at an inopportune time, 
when the company is undergoing 
changes in its management, or dur- 
ing a period of retrenchment, or some 
such untoward circumstance. Solu- 
tion to the problem: celebrate some- 
thing other than the company’s own 
birthday year. Several alternative 
promotion pegs are described above. 
An imaginative promotion worker 
should be able to invent his own, if 
those outlined here do not fit his 
needs. 44 
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Super Screen 


New Projection Technique 
At Disneyland Exhibit 


You have to look up and out to 
see “Circarama,’ an American Mo- 
tors Corp. (Detroit) exhibit in the 
Tomorrowland area of Disneyland 
Park (Anaheim, Cal.). 

Unlike the Greek “theater in the 
round” of 4,000 years ago, when the 
audience was elevated above and all 
around the actors’ stage, in Circa- 
rama, a 360° overhead screen en- 
circles the audience. Spectators, 
standing in the middle of a specially- 
built theater, view continuous mo- 
tion picture action on the elevated 
screen, 8 high and 40’ in diameter. 

Circarama consists of a synchron- 
ized battery of Eastman 16mm Mod- 
el 25 projectors which simultaneously 
and progressively focus color movies 
on 11 individual screens arranged in 
a complete circle. In actual operation 
the first image appearing on screen 
No. 1 moves to the adjoining screen 
as the second image appears on 
screen No. 1. 

In this manner, each image moves 
consecutively around the overhead 
circle to screen No. 11, as each gives 
way to the ensuing photographic 
frame. The resulting technique is de- 
signed to provide not only the visual 
sensations of wide angle movie 
screens, but also the thrill of pro- 
jected dramatic action all around 
the spectators’ heads. 


> It takes a battery of 11 Cine-Kodak 
special movie cameras, joined to- 
gether and synchronized, to make 





Circarama 


American Motors presi- 
dent George Romney views scale model 
of exhibit 


a Cirecarama motion picture film. The 
camera rig is mounted on top of a 
station wagon for shots made in the 
desert, mountains or city traffic. 
Aerial scenes call for the use of a 
helicopter, with the rig suspended 
on its underside. The camera rig, 
lashed to the cabin of a boat, is used 
for marine photography. 

The camera and projection devices 
required for Circarama represent the 
research work of technicians from 
the Disney Studios, Eastman Kodak 
Co. and Ralke Co., an 


dealer. 


Eastman 


American Motors has a special in- 
terest in presenting the new type of 
movie. Thus, in one scene a pano- 
rama of 100 American Motors’ cars 
wil! be shown converging and dis- 
persing on the Hollywood Freeway 

with the help of the Los Angeles 
traffic authorities, of course. 44 
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...@ step-by-step case history of a successful anniversary promotion campaign. 


By Phil Seitz 
AR Los Angeles Correspondent 


When all the returns were in from 
its 40th anniversary week promotion 
early this year, officials of Van de 
Kamp’s Holland Dutch Bakeries 
(Los Angeles) estimated some sort 
of impression had been made on 
more than 80° of its public. 

And, although food sales generally 
were up, Van de Kamp’s sales ex- 
ceeded the general increase and have 
continued at the higher level. 

Van de Kamp’s operates more than 
200 retail bakery stores and outlets 
in the Southern California area. In 
1954, sales totaled more than $20,- 
000,000. 

The bakery chain is marking its 
40th year all through 1955, with that 
theme getting its greatest impetus 
from an intensive short-term drive 
centered on the anniversary week 
of Jan. 17. 


> The idea of making a promotion 
of its 40th anniversary was first con- 
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sidered in March, 1954, but definite 
plans were not formulated until Oc- 
tober. At that time it was decided 
what such a promotion should ac- 
complish and how much of a budget 
was needed. 

The basic idea was very simple: 
to thank customers for their patron- 
age, and to line up specials for the 
anniversary week as a means of at- 
tracting new customers and showing 
gratitude to old customers. 

For the added advertising and pub- 
licity planned for anniversary week, 
a special budget, approximately four 
times the average weekly expendi- 
ture, was set up. This was substan- 
tially less than the $50,000 which 
G. W. Purcell, advertising manager, 
estimates would be required to make 
an effective impression on the five 
million people in the area served by 
the bakery’s stores. The approved 
budget was, however, one it was felt 
would make it possible to conform 
to company policy of requiring all 
special promotions to pay their own 
way. 
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>» Selection of the,week to be cele- 
brated was based on several con- 
siderations. Actually, the anniver- 
sary date was Jan. 5. But, though 
Van de Kamp’s does not experience 
any great swing of sales cycles, the 
first week in January, following 
close upon the Christmas holidays, 
is not normally a “good” period. On 
the other hand, Easter and the per- 
iod before it is almost equal to the 
booming year-end holiday seasons. 

The week of Jan. 17 was chosen 
as being past the slow first-of-the- 
year period, and a good time to give 
impetus to the build-up for Easter 
season sales. It was felt that a build- 
up at this time could spearhead a 
sustained year-long sales drive with- 
out any further increase of the bud- 
get. By establishing the anniversary 
theme early and following through, 
it was felt sales could be stimulated 
throughout the year. 

Next, it was necessary to deter- 
mine a program of specials to be of- 
fered, having in mind items of great- 
est demand at the lowest possible 








prices. Van de Kamp’s regularly of- 
fers three specials the first three days 
of the week and two specials the last 
three days of the week. The spe- 
cials are chosen on the principle of 
following the line of least resistance 
—offering items in demand at the 
time. Usually, if three specials are 
offered, one is cake, one coffee cake, 
and the third probably doughnuts. 


> For the anniversary week only, 
it was decided to offer 15 specials 
throughout the week, and to include 
the bakery’s ice cream and choco- 
lates. Making 15 specials daily for 
a week represents a considerable 
production problem, but it was con- 
sidered worth while in that the en- 
larged variety would serve to at- 
tract new customers and let them 
know what Van de Kamp’s has to 
offer. 

With these basic points settled, the 
question was, “Who should get the 
anniversary message?” The com- 
pany’s public was broken down in 
this manner. 

1. Co-workers. 

2. Customers. 

3. General public (including cus- 
tomers). 

4. Competition. 

The objective then became that 
of coordinating various elements so 
publicity, paid and free, would do 
the most good for the anniversary 
week through advance conditioning 
of the public. 


> It was believed, and this proved 
to be true, that a 40th anniversary 
is legitimate news and opens doors 
to publicity channels. Fortunately 
the two founders of the company, 
Lawrence L. Frank and Theodore 
Van de Kamp, were still alive and 
active in company management. 
Through their business and civic ac- 
tivity they have made a strong im- 
pression on the community. 

As men who had made substantial 
contributions to business growth and 
civic affairs in Southern California, 
they could be spotlighted to take 
bows for their accomplishments. The 
occasion of the anniversary made it 
possible to put them in the spotlight. 

Because these men are respected 
citizens and business men, and the 
company itself has built acceptance 
and identification with housew ‘ves, 
it was decided exploitation tactics 
as such would not be in character. 


> Advertising was purchased and 
publicity planned to build a tempo 
reaching its peak at anniversary 
week. The first advertising of the 
anniversary was the inside front 
cover of the annual Midwinter edi- 
tion of the Los Angeles Times. Pub- 
lished on Jan. 3, this edition had a 
circulation of 700,000. 


The inside front cover, which was 
opposite the index, “belonged” to 
another advertiser who bowed to the 
special occasion and relinquished its 
claim. The Midwinter, which reviews 
Southern California industry and 
business, gave editorial cooperation 
by using the bottom third of two fac- 
ing pages to show a pictorial history 
of the bakery. 

The next scheduled event was a 
meeting of the Advertising Club of 
Los Angeles on Jan. 11 to honor the 
bakery and its two founders. To this 
event came more than 500 civic 
leaders, chambers of commerce 
members and officials, and trade 
leaders and suppliers. The meeting 
featured the telling of the “Van de 
Kamp’s Story” by Mrs. Lewis Allen 
Weiss, president, women’s division, 
Los Angeles Chamber of Commerce. 
By having such a meeting, with Mrs. 
Weiss talking about the bakery, it 
was possible to make statements 
which could not come gracefully 
from the company itself. 
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> This meeting concluded with the 
presentation of a huge bronze plaque 
to Mr. frank and Mr. Van de Kamp. 
The plaque was signed by presi- 
dents of the chambers of commerce 
in the four counties in which Van de 
Kamp’s has stores, the mayor of Los 
Angeles, and officials of other gov- 
ernmental and civic organizations. 
This meeting and presentation was 
the focal point of all publicity, which 
was handled by Nancy Stanford of 
the advertising department. Advance 
stories for this Tuesday meeting 
were sent out on the weekend pre- 
ceding. It was found that the plaque 
furnished much more follow-up 
value than was anticipated. Nor- 
mally, such meetings do not have 
much follow-up value. But this one 
did to the tune of pictures and 
stories on Wednesday and Thursday. 
The metropolitan papers gave 
some on-the-spot coverage in addi- 
tion to use of the releases sent them. 
These same releases and mats went 
to more than 100 community news- 


papers in the area. Over a period of 
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just two weeks, more than 2,000” 
of publicity stories and pictures were 
carried. Some metropolitans ran as 
many as three stories, up to lengths 
of 30”. In addition, radio news cover- 
age was excellent. 


> Another publicity source was a 
day-long open house at the bakery 
plant during the anniversary week 
of Jan. 17. To this were invited civic 
leaders, early suppliers of the bak- 
ery, landlords (markets where they 
have outlets, and owners of premises 
where they have individual stores) 
and the press. Visitors were con- 
ducted on a tour of the plant and 
offered a buffet meal and refresh- 
ments. 

As visitors left they were given a 
special issue of Van de Kamp’s com- 
pany publication containing a com- 
plete history of the bakery, and gen- 
eral information about the company’s 
officers. Guests were also given a 
folder, “Through the Eyes of the 
Camera,” a pictorial history given 
general distribution in stores, and 
a boxed cake. 


> Van de Kamp’s regularly runs 
two ads a week in all Los Angeles, 
Long Beach, Pasadena, Santa Mon- 
ica, Hollywood and Santa Ana met- 
ropolitans. During the anniversary 
week, in place of the 2 col. x 14” and 
2 col. x 11” normally run, space was 
expanded to 6 col. x 18”. 

Ads were headlined “Van de 
Kamp’s Anniversary Week SPECIALS 
January 17-22.” Copy was brief: 
“We cordially invite you to join us 
in this gala anniversary celebration. 
All this week we are presenting the 
greatest array of bakery, ice cream 
and candy values in the 40 year his- 
tory of our company. We pledge to 
hold fast to the ideals which have 
earned your confidence, and we ex- 
press our gratitude for your gener- 
ous patronage with these outstand- 
ing ‘specials’. Look for the Blue 
Windmill in your neighborhood .. . 
shop early 
you all.” 

The specials were then listed. At 
the bottom of the ad was pictured 
the first Van de Kamp bakery, and 
copy pointed out that a replica could 
be seen outside the bakery’s plant. 


and good eating to 


>Three elements were basic in the 
Midwinter ad and most which fol- 
lowed: the blue windmill (a familiar 
part of the Southern California 
scene), a birthday cake, and tulips 
(in the Holland motif). Some use 
was made of the illustration of a girl 
in the Dutch costume worn by the 
bakery’s salesgirls. 

These elements were also featured 
in outdoor posters with the copy 
“Van de Kamp’s—40 Years Young 
1915-1955.” For the bakery’s several 
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coffee shops, adapts were made of the 
art in the Midwinter ad to print up 
menus. 

Radio advertising was expanded 
for the week with saturation spot 
schedules used on four stations. 


> As a means of insuring maximum 
readership for its newspaper adver- 
tising, several months in advance the 
newspapers used were contacted 
with the request that during the 
anniversary week, Van de Kamp’s 
ads be given selected preferred posi- 
tions. The result was that most of 
the papers placed the bakery ad first 
in the paper. 

The unit of space used in 100 com- 
munity newspapers is usually 1 col. 
x 6”. This was increased to 2 col. x 
6” during the anniversary week. 
Some of the ads were for individual 
stores, but most were for outlets in 
markets and were a part of the mar- 
ket ads. Since market ads are typ- 
ically crowded, getting the added 
space assigned to the bakery—which 
paid for the extra space—had to be 
worked out in advance. 

The job of getting market cooper- 
ation and developing point-of-sale 
material was assigned to Irving Les- 
sin, assistant advertising manager. 
Mr. Lessin, working several months 
in advance, obtained a_ substantial 
amount of added space. Many mar- 
kets gave the Van de Kamp’s ad 
more space than asked for without 
charge. 

He also worked with some 25 mar- 
kets in special layouts giving the 
bakery headline billing in their ads, 
again without charge. Many markets 
headlined “Super Specials Celebrat- 
ing Van de Kamp’s 40th Anniversary 
Week,” and ran their own copy 
saluting the bakery. One market 
devoted almost all of its page ad to 
the anniversary. 


> Where possible, copy on packages, 
boxes, boards, trays and bags was 
changed to carry out the anniversary 
theme. All show the bakery cake, the 
windmill and the phrase “40 years 
young.” To avoid wastage, no refer- 
ence was made to anniversary week, 
although that was the occasion for 
the introduction of the new package 
elements. This was done so the same 
packaging can be used throughout 
the year, and the anniversary refer- 
ence taken off when re-runs are 
needed toward the end of the year. 

Product and price labels were 
given special attention. The stand- 
ard label is printed in one color, 
blue. To attract attention a second 
color, red, was over-printed with the 
word “Special” and the special price 
and regular price also in red. It is 
planned to use these labels through- 
out the year. 

Point-of-sale material for the 
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Special Ad . . . This full-color ad in the 
Midwinter edition of the ‘‘Los Angeles 
Times’ kicked off Van de Kamp’s anni- 
versary promotion. The art was repeated 
as a cover for the company’s publication 
stores presented some _ problems. 
Van de Kamp’s operates five types 
of stores: individual stores, coffee 
shops, stores in markets, self-service 
gondolas in markets, and self-serv- 
ice wall locations in markets. The 
objective was to develop material 
that could be used in all types of 
outlets, bearing in mind that they 
are of varying sizes. Since the self- 
service gondolas offered the most 
difficulty, material was designed for 
them with the thought of flexibility 
in adaptation to other types. 


> Twelve pieces of material were de- 
signed for display use. All store 
managers got a bulletin discussing 
the use of the material in detail and 
showing how to install it. The ma- 
terial included: 


Cardboard tulip cut-outs. 

Paper drapes. 

Cake ovals. 

Title cards. 

Two sizes of streamers. 

Mobiles. 

Price spots. 

Paper shelf molding strips. 

Shelf molding card inserts. 

e A reprint of the Midwinter ad in 
the Times. 

e A plastic tulip corsage to be worn 
by all salesgirls. 


With the single exception of the 
special streamers which carried the 
“Anniversary Week” designation, 
the material was designed for use as 
desired for the remainder of the year. 
This tied in with the general policy 
of designing promotion material so 
that almost all of it could be used 
throughout 1955, thus amortizing its 
cost over a year. 

On this score, the only concern 


was to avoid confusion between “An- 
niversary Week” and “Anniversary 
Year.” Thus, during the week the 
phrase used was “40th Anniversary 
Week Specials.” For a month after, 
the phrase used was “40th Anniver- 
sary Year Specials.” Thereafter, and 
for the remainder of 1955, the phrase 
“40th Anniversary Specials” is being 
used. 


> Internal activities are credited with 
having given the bakery’s 2,600 co- 
workers a definite morale boost. Let- 
ters were sent to them before and 
after the week, telling plans and 
thanking them for their contribution 
to the company’s success. The entire 
January issue of the company pub- 
lication, Van de Kamp’s Windmill, 
was devoted to a history of the com- 
pany and its executives. 

The annual buffet, held in Febru- 
ary, comprised an anniversary cele- 
bration. A complete buffet meal was 
available throughout the day, with 
co-workers coming in when their 
jobs permitted. 

Spurred by the plaque presented 
to the co-founders, Mr. Frank and 
Mr. Van de Kamp, co-workers came 
up with plaques of their own. At a 
surprise dinner staged by foremen 
and key personnel, the two founders 
were presented with a plaque com- 
memorating the anniversary and 
carrying their likenesses in bronze. 

Not to be outdone, sales co-work- 
ers presented the co-founders with 
an etched bronze reproduction of the 
company’s first store in 1915. 
>Other general activities included 
decorated anniversary cake at func- 
tions around the city, and letters to 
markets and retail locations where 
the company has outlets, expressing 
thanks for the past friendship and 
cooperation and telling about anni- 
versary promotion plans. 

The 125 markets which have Van 
de Kamp’s outlets were sent a birth- 
day cake to be cut and eaten by those 
working in the market. 

There have been a number of by- 
products from the planned publicity. 
A number of organizations have 
given recognition to the co-founders 
at special occasions. The board of 
supervisors of the County of Los An- 
geles gave a citation. In April, the 
Merchants & Manufacturers Assn. 
gave the co-founders awards for 
outstanding management. They are 
known to be under consideration for 
other awards. 


> The “40th anniversary” aspect, says 
Mr. Purcell, seems to keep the door 
open for better than average cover- 
age of such routine releases as the 
annual report, dividend reports, store 
openings, 2nd other occasions. Refer- 
ence is made to the anniversary year 
in all releases. 44 








AR presents the tenth in a series 
of definitive articles on copyrights 
in advertising. In this final install- 
ment, Robert J. Burton explains 


how copyrights are obtained. 


By Robert J. Burton 


The editors ot this series have sug- 
gested that it might serve a useful 
purpose to devote some space to a 
discussion of some of the more tech- 
nical aspects of our statutory copy- 
right system, and to include in such 
discussion some of the fundamental 
rules with respect to securing copy- 
right protection. 

As I pointed out very early in this 
series, “A series such as this can 
never replace, nor should it ever be 
permitted to replace, careful profes- 
sional analysis of individual legal 
problems.” There is no single aspect 
of the copyright field where profes- 
sional advice is more useful and more 
important in dealing with the tech- 
nicalities and formalities arising out 
of the Copyright Act itself. 

We have already established that 
there are three fundamental types of 
copyright protection: 

e Common law copyright . . . which 
exists by virtue of the common law 
of many of our states and which pro- 
tects a somewhat undefined subject 
matter in its unpublished state only. 
e Statutory copyright .. . which, of 
course, had its origin in the Consti- 
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tution and in the laws passed by the 
Congress pursuant to the Constitu- 
tion. This actually provides for two 
of the types of copyright in certain 
specified classes of subject matter- 
statutory uapublished copyright and 
statutory published copyright. 


>In approaching the question of 
copyrightability, therefore, it is im- 
portant to ascertain which forms of 
protection are available under the 
copyright statute. For example, 
books, magazines, catalogs, etc., can 
only have statutory protection in 
published form. Musical compositions 
and certain types of works of art, on 
the other hand, may secure statutory 
protection in their unpublished form. 
Once having ascertained the types 
of protection available, an applicant 
must then determine two further 
questions: 
1. Is applicant or the person from 
whom the applicant secured his 
rights an “author” within the mean- 
ing of the Copyright Act? 
2. If the answer to the first require- 
ment is “yes,” which are the appro- 
priate forms to be used and proce- 
dures to be followed in making 
application for copyright? 


>The word “author” as used in the 
Constitution and in the Copyright 
Act, has been given a very broad 
interpretation. Not only does it in- 
clude those people who create in- 
tellectual property in the classic 
sense, such as artists, composers, 
dramatists, fiction writers, designers, 
etc., but it also includes persons who 


create intellectual property by the 
use of mechanical devices, such as 
photographers and those persons in 
the field of graphic arts who repro- 
duce artistic creations by mechanical 
means of reproduction—such as en- 
graving, lithographing, and the like. 

In addition, the word “author” in- 
cludes compilers of directories, cata- 
logs, etc., as well as individuals who 
put together in a composite work, 
such as a motion picture film, the 
creative genius of individuals in 
various fields. This is not to suggest 
that those persons who come within 
the Copyright Act as authors by vir- 
tue of their functions as compilers, 
or producers of composite works, are 
not making a genuine contribution to 
society and are not worthy of having 
the benefits of copyright protection 
it is merely to make clear the point 
that the term “author,” for copyright 
purposes, cannot be interpreted in 
any narrow, literal sense. 

A further and very important com- 
mercial classification of “author” is 
found in Section 26 of the Act, to 
which we have referred on a number 
of prior occasions. Under Section 26, 
the word “author” includes an em- 
ployer in the case of works made for 
hire. The employer, in a bona fide 
employment situation, is not to be 
regarded as the assignee of the rights 
of his employe, but rather as the 
original author. This concept is most 
important for many commercial pur- 
poses, as I have indicated on prior 
occasions, and it is vital that this 
concept be clearly understood in any 
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bargaining between employers and 
employes engaged in creative activi- 
ties in fields where copyright protec- 
tion is available. Corporations, as 
employers, are, of course, regarded 
as authors within the constitutional 
meaning of this most important term. 


> Once the existence of the require- 
ments of “authorship” has been 
established for copyright purposes, 
one can proceed to examine the clas- 
sification of works for registration 
provided for in Section 5 of the Act, 
in order to determine the appropriate 
form of application to be sent to the 
Copyright Office. 

I should perhaps point out at this 
time that an application for copy- 
right protection may be made by an 
assignee of the rights of an author, 
but that the existence of the author 
must be fully disclosed on the face 
of the application for copyright. In 
many commercial transactions, au- 
thors assign all of their right, title 
and interest in their work, including 
the right to secure copyright, to a 
publisher, or other exploitation me- 
dium. The assignee then stands in the 
shoes of the author for copyright ap- 
plication purposes. 

The assignee can have no greater 
and no lesser rights than the author, 
and the validity of an application for 
copyright on the part of an assignee 
is dependent entirely upon the valid- 
ity of the author’s right to come 
within the scope of the Copyright 
Act. 


> An example may serve to illustrate. 
Section 9 of the Act provides that 
authors, or certain persons claiming 
through them, may secure copyright 
providing: 


e They are either citizens of the 


United States; 


@ Domiciled within the U.S. at the 
time of the first publication of the 
work, or 


e Citizens of a foreign state or na- 
tion which grants either by treaty, 
convention, agreement or law, to citi- 
zens of the U.S. the benefit of copy- 
right on substantially the same basis 
as to its own citizens. 

Now assume, if you will, that an 
individual residing in the Soviet 
Union, which does not grant copy- 
right protection to American citizens, 
and is also a nation with whom this 
country has no copyright relations, 
should apply for a U.S. copyright and 
should assign the right to secure 
copyright to a citizen of the United 
States. 

Such individual, as the assignee of 
the Soviet author, could not secure 
copyright because the Russian author 
would not be one of the “authors” 
who is privileged to secure copyright 
under the provisions of our law. 
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>Section 5 of the Act contains 13 
classes for registration purposes. 
Particular attention is called to the 
last paragraph of Section 5 which 
provides: 

“The above specifications shall not 
be held to limit the subject matter 
of copyright as defined in section 4 
of this title, nor shall any error in 
classification invalidate or impair the 
copyright protection secured under 
this title.” 

Section 4 of the Copyright Act pro- 
vides as follows: 

“ALL WRITINGS OF AUTHOR INCLUDED 
... The works for which copyright 
may be secured under this title shall 
include all the writings of an author.” 

Thus, we are always secure in the 
basic knowledge that if a court be- 
lieves a particular work is a “writing 
of an author,” copyright protection 
may be secured even though the 
work may not necessarily fit into any 
of the classifications contained in the 
Act at any given time. 


> The 13 classes into which the stat- 
ute divides copyrightable works are 
as follows: 

e Books (Class A) ... This class in- 
cludes such publications as fiction 
and non-fiction, poems, compilations, 
composite works, directories, cata- 
logs, annual publications, informa- 
tion in tabular form, and similar text 
matter with or without illustrations, 
published as a book, pamphlet, leaf- 
let, card, single page or the like. For- 
eign periodicals and contributions 
thereto are also registered in this 
class. Applications for registration in 
Class A for American editions are 
made on Form A, and foreign edi- 
tions on Form A-B Foreign. (Reg. 
Sec. 202.2) 


e Periodicals (Class B) ...This class 
includes such publications as news- 
papers, magazines, reviews, bulletins, 
and serial publications, which appear 
at intervals of less than a year. Ap- 
plications for registration of these 
works in Class B are made on 
Form B. Applications for registration 
of serial publications which are not 
“periodicals” should be made in 
Class A. Contributions to periodicals 
are also registered in Class B on 
Form B5, except in the case of ad- 
vertisements (commercial prints) 
which are registered in Class K on 
Form KK. Applications for registra- 
tion of periodicals produced outside 
of the United States and contribu- 
tions to such periodicals will be re- 
ceived on Form A-B Foreign. (Reg. 
Sec. 202.3) 


e Lectures or Similar Productions 
Prepared for Oral Delivery (Class C) 
... This class includes unpublished 
works such as lectures, sermons, ad- 
dresses, monologs, recording scripts, 





and scripts for television and radio 
programs. When these works are 
published, registration should be 
made in Class A. (Reg. Sec. 202.4) 


e Dramatic and Dramatico-musical 
Compositions (Class D) .. . This class 
includes works dramatic in charac- 
ter such as plays, dramatic scripts 
designed for radio or television 
broadcast, pantomimes, ballets, mu- 
sical comedies and operas. (Reg. Sec. 
202.5) 


e Choreographic Works ... In 
March, 1952, the Copyright Office 
accepted, for the first time, and reg- 
istered under Class D for dramatic 
and dramatico-musical compositions, 
a script of a dance routine recorded 
under a special dance-notation sys- 
tem originated for the purpose, the 
entire such script being photo- 
graphed on microfilm. 


e Musical Compositions (Class E) 
. . . This class includes all musical 
compositions (other than dramatico- 
musical compositions) with or with- 
out words, as well as new versions of 
musical compositions, such as adap- 
tations, arrangements and editing, 
when such editing is the writing of 
an author. (Reg. Sec. 202.6) 


e Maps (Class F) ... This class in- 
cludes all published cartographic 
representations of area, such as ter- 
restrial maps and atlases, marine 
charts, celestial maps and such three- 
dimensional works as globes and re- 
lief models. (Reg. Sec. 202.7) 


© Works of Art (Class G)—(a) In 
General... This class includes works 
of artistic craftsmanship, in so far 
as their form but not their mechani- 
cal or utilitarian aspects are con- 
cerned, such as artistic jewelry, 
enamels, glassware and _ tapestries, 
as well as all works belonging to the 
fine arts, such as paintings, drawings 
and sculpture. Works of art and 
models or designs for works of art 
are registered in Class G on Form G, 
except published three-dimensional 
works of art which require Form GG. 


e (b) Published Three-Dimensional 
Works of Art ... All applications for 
copyright registration of published 
three-dimensional works of art shall 
be accompanied by as many photo- 
graphs, in black and white or in 
color, as are necessary to identify the 
work. Each photograph shall not be 
larger than 9 x 12”, but preferably 
shall be 8 x 10”, nor shall it present 
an image of the work smaller than 
4” in its greatest dimension. The title 
of the work shall appear on each 
photograph. In addition to the photo- 
graphs, application on Form GG, and 
the statutory registration fee, each 
applicant shall select and comply 
with one of the following options: 
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1. Option A... Send two copies of 
the best edition of the work (or one 
copy, if by a foreign author and pub- 
lished in a foreign country). The 
Copyright Office will retain the 
copies for disposition in accordance 
with its usual practice. 


2. Option B .. . Send two copies of 
the best edition of the work (or one 
copy, if by a foreign author and 
published in a foreign country) and 
in addition mark the package with 
the special label supplied by the 
Copyright Office or by the use of 
other appropriate means indicating 
that Option B has been chosen. The 
Copyright Office will promptly re- 
turn the copies to the copyright 
claimant or to his agent, at an address 
within the United States at his ex- 
pense. 


3. Option C Send no copies of 
the work. If Option C is selected the 
Copyright Office will issue its certifi- 
cate, bearing a notation that photo- 
graphs were accepted in place of 
copies, but expresses no opinion as 
to the need for, or possible effect of 
delay in, making deposit of copies 
prior to suit for infringement of 
copyright. (Reg. Sec. 202.8) 


e Reproductions of Works of Art 
(Class H) This class includes 
published reproductions of existing 
works of art in the same or a differ- 
ent medium, such as a lithograph, 
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photoengraving, etching or drawing 
of a painting, sculpture or other work 
of art. (Reg. Sec. 202.9) 


e Drawings or Plastic Works of a 
Scientific or Technical Character 
(Class I) ... This class includes dia- 
grams or models illustrating scientific 
or technical works, or formulating 
scientific or technical information in 
linear or plastic form, such as an 
architect's or an engineer’s plan or 
design, a mechanical drawing, or an 
anatomical model. (Reg. Sec. 202.10) 


e Photographs (Class J) . This 
class includes photographic prints 
and filmstrips, slide films and indi- 
vidual slides. Photoengravings and 
other photomechanical reproductions 
of photographs are registered in 
Class K on Form K. (Reg. Sec. 
202.11) 


e Prints, Pictorial Illustrations and 
Commercial Prints or Labels (Class 
K) ... This class includes prints or 
pictorial illustrations, greeting cards, 
picture postcards and similar prints, 
produced by means of lithography, 
photoengraving or other methods of 
reproduction. These works are reg- 
istered on Form K. A print or label. 
not a trademark, published in con- 
nection with the sale or advertise- 
ment of an article or articles of 
merchandise is also registered in this 
class on Form KK. (Reg. Sec. 202.12) 


e Motion Picture Photoplays (Class 


APPLICATION FOR REGISTRATION 


OF A CLAIM TO COPYRIGHT IN A REPRODUCTION 7 shana 
| OF A WORK OF ART FORM 


=e 


| 
| 
| 
} 
} 
Full NAMI 1 ADDRESSI | 


jd, or put i 
THE | E ATE t z l g Zz 33 
FOR COPYRIGHT OFFICE USE OMY 
| 
J | 
Ad amis 
L) ... This class includes motion 


pictures, dramatic in character, such 
as features, serials, animated car- 
toons, musical plays, and similar pro- 
ductions intended for projection on 
a screen, or for transmission by tele- 
vision or other means. These, as well 
as motion pictures other than photo- 
plays, are the films themselves, and 
not scenarios or scripts upon which 
the films may be based. This type 
bears some element of re-enacted 
story in a dramatized structure, fic- 
tional in the sense that it is the re- 
enactment in motion pictures of 
actual or supposed events, and not 
the photographing of events them- 
selves, at the time and place of actual 
occurrence. (Reg. Sec. 202.13) 


e Motion Pictures Other Than Pho- 
toplays (Class M) ... This class 
would include motion pictures of 
actual events and the objects and 
persons involved therein as they oc- 
curred. The class includes nondra- 
matic motion pictures, such as news- 
reels, musical shorts, travelogues, 
educational and vocational guidance 
films, and similar productions in- 
tended for projection on a screen, 0} 
for transmission by television o1 
other means. (Reg. Sec. 202.14) 


> Basically, all of the copyright ap- 
plication forms are essentially sim- 
ilar. For purposes of illustration, two 
are shown above. 

After the application form has been 
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sent to the Copyright Office with the 
proper remittance, the Copyright 
Office will issue a certificate of copy- 
right registration in all appropriate 
cases. Additional certificates of copy- 
right registration may be obtained on 
payment of the statutory fee of $1 
per certificate. The copyright certifi- 
cate, as heretofore indicated, is ad- 
missable in any court as prima facie 
evidence of the facts therein stated. 


> Under Section 24 of the Act, the 
term of copyright for a work repro- 
duced in copies for sale (i.e., pub- 
lished form) is 28 years from the date 
of publication. Although Section 12 
of the Act does not expressly fix the 
date of copyright of a work not re- 
produced in copies for sale, the best 
authority seems to be that the 28- 
year term in the case of unpublished 
works is computed from the date of 
the deposit of the unpublished work 
in the Copyright Office. However, if 
a work is originally registered in un- 
published form and is later pub- 
lished, the term begins on the date 
of deposit, and not on the date of 
actual publication. 

The Copyright Act provides for a 
second term of copyright of 28 years, 
or a possible total of 56 years. The 
problem of renewal of copyright is 
a very difficult one, and is a source 
of complexity even for experienced 
lawyers practicing in the field. Un- 
der the terms of the Copyright Act, 
the right of renewal may be exer- 
cised by the persons specified in the 
Act, and by no others. The right to 
renew always vests in the author if 
he is living during the 28th year of 
the original term. This same rule is 
always true, even if the author in the 
first instance was an employer for 
hire. Under the present weight of 
authority in the courts, the author 
can assign in advance his expectancy 
of the right of renewal, and he will 
be bound by the assignment if the 
right vests during the 28th year by 
his then being alive. 

However, a person purchasing a 
renewal expectancy from an author 
takes the risk of being divested com- 
pletely of the fruits of his bargain if 
the author should die before the 28th 
year. The Copyright Act specifies 
that, in the event of the death of the 
author, the renewal right vests dur- 
ing the 28th year in the widow, wid- 
ower, or children of the author, or, if 
they are not living, then in the au- 
thor’s executor, or in the absence of 
a will, his next of kin. There is still 
a good deal of confusion in the minds 
of experts as to whether the widow 
takes precedence over the children. 
There are other technical questions 
in regard to the line of succession 
which must be carefully studied in 
individual cases. 
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About Reprints 


Ever since the first installment of this 
series on “Advertising Copyrights” ap- 
peared in the February 1954 AR, read- 
ers have been inquiring about the 
availability of the complete series in 
booklet form. AR has arranged to re- 
print the entire series in a handy refer- 
ence volume, and it will be available 
about August 15 at $1.50 per copy. 

If you desire a copy of this combined 
reprint, send your order to Reprint 
Editor, Advertising Requirements, 200 
E. Illinois St., Chicago 11, Ill. Please 
enclose payment for single copies with 
your order. We'll be happy to bill you 
for orders of two or more copies. Spe- 
cial discounts are available on orders 


for ten or more copies. 





> Although there is no specific pro- 
vision in the Act regarding the type 
of notice of copyright to be placed 
upon a work which is in its second 
term, it is suggested that such a work 
carry both dates, i.e., the date of 
original copyright as well as the date 
of renewal copyright. This is the full- 
est and safest form of notice. How- 
ever, in cases where a work is re- 
newed but such work may not be 
actually republished since perhaps 
adequate copies may be on hand, 
then the original copyright notice 
bearing the original date will un- 
doubtedly suffice. 

Earlier in this series, we dealt with 
the question of publication. Al- 
though the doctrine of publication is 
a vital one for copyright purposes, 
the precise definition as to what con- 
stitutes “publication” for copyright 
purposes is not easily arrived at. 
Obviously, the most commonly ac- 
cepted view is that publication oc- 
curs when a work is reproduced in 
copies which are offered for sale, or 
distributed to the public. I believe 
that the safest point of view is that 
where a sufficient number of copies 
is made for any general distribution, 


a copyright notice should be used in. 


all cases. Actually, it is far safer to 
use a copyright notice, although the 
28-year period will begin to run, 
than it is to assume that a dissemina- 
tion is only intended for some lim- 
ited purpose, and thus does not con- 
stitute a publication within the 
meaning of the Copyright Act. 


>There are two recent cases in the 
field of music which have thrown 
considerable confusion into the minds 
of many copyright experts. It has 
always been thought to be the law, 
and undoubtedly still is the law, that 








a mere public performance of a mu- 
sical work does not constitute publi- 
cation. 

For many years, it was felt that 
the recording or reproduction of a 
musical composition by mechanical 
means similarly did not constitute a 
publication. However, recently, a 
Federal District Court in Chicago 
(Shapiro-Bernstein Co. v. Miracle 
Record Company, 91 Fed Supp. 4, 73) 
and a United States District Court 
(Mills Music v. Cromwell Music, 
Inc., 103 U.S.P.Q. 84) both have indi- 
cated in strong obiter dicta that the 
recording of a musical composition 
with the consent of the copyright 
owner and the general distribution of 
such phonograph record, constituted 
publication. 

If these cases indicate a trend, 
then we may be faced with large 
new vistas whereby the reproduc- 
tion of artistic works, by forms other 
than literal copying, may constitute 
a publication. Obviously in the field 
of the graphic arts, the doctrine sug- 
gested by the two recent music cases 
can have little application. However, 
the doctrine does present an inter- 
esting philosophical departure which 
may have an ultimate effect upon 
the thinking of courts in connection 
with the determination of what con- 
stitutes the publication of a work. 


>If this series of articles has served 
to stimulate some interest and some 
thought on the part of my readers 
in connection with the vastly impor- 
tant field of intellectual property, it 
will more than have served its pur- 
pose. An enlightened public opinion 
is an indispensable part of any com- 
munity in which legislators, lawyers 
and courts must function. This is 
true in all fields of both substan- 
tive and adjective law, but it is par- 
ticularly true in a field of law which 
deals exclusively with the products 
of the minds of man. 

Statutes and court decisions in a 
democracy are essentially the re- 
flections of the mores, customs, habits 
and desires of the people. The num- 
her of people in the United States 
whose daily lives are affected by the 
manner in which we protect intel- 
lectual property is constantly in- 
creasing. Technological progress, 
which has as one of its by-products 
the increase in leisure time both for 
instruction and entertainment, is one 
of the great forces at work at this 
mid-century point. 

If we, as a nation, are to secure 
the maximum possible benefits from 
the efforts of the scientists and tech- 
nicians, we must be prepared to re- 
main constantly aware of the impor- 
tance of those branches of our law 
which deal with the protection of 
the creative efforts of all mankind. 
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Questions and 


Answers on films 


For the past several months, Lewis 
& Martin Films Inc. (Chicago) has 
been keeping track of the questions 
asked most frequently by its c's- 
tomers. Asa public . »rvice, the com- 
pany prepared a lis: giving answers 
to these questions. Although there 
will be those who disagree with some 
of the answers, the list presents one 
of the most comprehensive guides 
to effective buying of films now 
available. AR has received special 
permission to reproduce this helpful 
guide for film buyers. 


e Animation 


1. I am told that my animation job 
will be shot in “2’s.” What does this 
mean? Each drawing will be 
shot twice (two frames each). 


2. Should animation ordinarily be 
more expensive than live-shooting? 

Considerably. Often it is two 
or three times as expensive, or more. 


3. Is lip-sync advisable in anima- 
tion? ... From a cost standpoint, no. 
To achieve effective lip-sync, picture 
and sound track must be matched 
laboriously frame by frame. Too 
much of the lip-syne we see today 
looks like the animated figure is 
chewing a salami. 





e@ Color 


4. I'm told that color tv requires 
special film stock. Is this true? 

Yes and no. Tv engineers report 
“more than satisfactory results with 
Kodachrome, negative-positive and 
Technicolor. Some viewers think that 
Technicolor prints are too vivid and 
intense a contrast to the warm, nat- 
ural tones of color tv. Research con- 
stantly is improving color film for 
tv use. 


5. Is background color important in 
color television? . Everything is 
important. Be sure—as in black-and- 
white—to use a color that definitely 
separates background from fore- 
ground. 


6. My face looks too yellowish in 
color. What can I do? . Put on 
some make-up. Special make-up for 
color filming now is available. 


7. There’s a tv rule against dark 
shadows and strong contrasts in 
black-and-white. Is this also true in 
color tv? ... Yes. 


@ Costs 


8. My film was shot “single-system.” 
Should it cost less? . .. Yes, but 
don’t expect the same sound quality 





youd have with double-system 
(single-system records picture and 
sound on the film at once: develop it 
and project it immediately—no track 
to match up). Single-system is de- 
veloped for best picture-contrast and 
sound-track quality suffers. 


9. My studio charged me for reels 
and cans. Is this fair? . . . It’s not 
only fair, but the studio cannot pay 
for reels and cans and then give them 
away. If you would rather have your 
film on cores, there will be no charge. 
Many studios include free reels for 
lengths less than 100’. 


10. Is stop-motion less expensive 
than animation? Usually, but 
there are many exceptions. Effective 
stop-motion may require elaborate 
setups. 


11. What are standard terms of pay- 
ment for a film job? ... 4 on sign- 
ing the contract; 4 when interlock 
is shown; 13 on delivery. 


12. Why do dolly-shots cost more? 
... Because extra men are required 
to keep the lens in focus and to push 
the dolly. Furthermore, dolly-shots 
take more time to set up. 


13. A film studio gave me a firm bid, 
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then charged me a higher price be- 
cause of “retakes.” Is this the usual 
procedure? ... No. Retakes must be 
expected and figured in the bid. Of 
course, if you changed your mind 
halfway through and necessitated a 
change not figured on originally, you 
should expect to be charged for it. 


@ Editing 


14. How can | eliminate splice- 
marks from my prints? .. . By edit- 
ing the original in “A” and “B” rolls. 
It costs a bit more, but no splices 
show because splices all occur in the 
opaque film. 


15. Must you lose a frame when you 
splice a break? Yes, as there 
must be an overlap for the splice. 


16. Is it possible to edit single- 
system? Yes, but you'll com- 
promise “pacing” by having it done 
less expensively. The sound on s.o.f. 
(sound on film) is advanced ahead 
of the picture. In cutting at the be- 
ginning of a scene, there must be 
picture opposite this advanced track 
with no sound for that part. In cut- 
ting the end of the scene, always cut 
26 frames or more toward the end 
from the last frame of sound. 


17. How do you “bloop” a track? 
...If your track is negative, punch 
or cut a triangle in the track. If 
your track is positive, draw in an 
opaqueing triangle with blooping 
ink. 


18. Why bloop a track? .. . Blooping 
eliminates the “click” at splices. 


e@ Effects 


19. Do “fades” cost extra? ... Yes. 
They are done in the laboratory. The 
film must be watched just before the 
desired fade which has been prein- 
dicated by the editor. This, in turn, 
involves laboratory labor. 


20. Then it is presumed that “dis- 
solves” also cost extra? ... Yes. They 
cost more than fades, as they are, in 
effect, two fades, one over the other, 
thus involving more set-up time in 
the lab. 


21. Are “wipes” more costly than 
dissolves? ... Yes. Many film people 
think that effects often are used to 
cover lack of imaginative writing, 
and they may detract more than they 
add. It’s all a matter of opinion 
but they do cost more. 


22. How are effects indicated on the 
original film to be carried out by the 
lab? .. . This is done by an editor 
who places little stickers at places 
where desired effects are necessary. 


e@ Film Size 


23. Which is better, a 16mm print 
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reduced from a 35mm original, or a 
16mm original from negative stock? 

Some experts think a 16mm 
original is better than a reduction 
print (and far less costly); others 
say 35mm reductions are better. For 
the added cost, any difference in 
quality is questionable. 


24. Then why shoot in 35mm? .. . 
Approximately 10% of the tv sta- 
tions in the country have 35mm 
projection equipment. These nat- 
urally prefer 35mm prints. However, 
every single station does have 16mm 
equipnicat. Great strides in tv 16mm 
projectors have been made in the 
past several years. However, if 
optical effects are desired and a 
“dupe negative” is to be made, 35mm 
should be used in the original. 


25. Does 35mm have better picture 
definition than 16mm? ... Yes. It is 
also easier to handle and edit, be- 
cause each frame is more than four 
times the size of 16mm. However, a 
group of agency executives who re- 
cently were asked to distinguish be- 
tween 16mm and 35mm originals 
projected in unannounced order on 
the same screen were unable to do 
so. The choice of size has become 
largely that—a matter of choice. 


26. Which is more expensive, 16mm 
or 35mm? ... 35mm, because of its 
larger size, costs more to make, 
process and ship. 


27. Is 8 mm ever used on tv? ... No. 


28. I have some 8mm prints I would 
like to use. Is there any way I can 
do so? ... 8mm can be blown up to 
16mm, just as 16mm can be blown 
up to 35 mm. Because of the tiny size, 
however, don’t expect too much 
quality. 


@ Films & Cameras 


29. What is the best film to use for 
color? ... If you plan to make prints, 
Commercial Kodachrome or color 
negative is the best. If you plan to 
use the original only, ordinary 
Kodachrome is fine. 


30. What is the advantage of Com- 
mercial Kodachrome? .. . In print- 





. and this is our gag writer.” 





ing, colors are intensified. Com- 
mercial Kodachrome washes out the 
colors slightly—in an even ratio—so 
that when a print is made colors be- 
come correct. 


31. Do color originals make satis- 
factory black-and-white prints? ... 
Many color film stocks have no 
grain, and color films often look 
better on tv than black-and-white, 
which does have grain. However, 
there are two schools of thought on 
this. Color certainly makes accept- 
able prints—but not always as per- 
fect in black-and-white as original, 
because of the thicker emulsion. Re- 
member—every step in printing— 
every “generation”—picks up con- 
trast and loses quality. 


32. That being so, is it better to use 
positive (reversal) or negative film 
in the original shooting? .. . If fewer 
than 100 prints are to be ordered, 
negative is best—you can print di- 
rectly from it. With more than 100 
prints, you take the chance of dam- 
aging the negative. Therefore, in 
such cases shoot reversal and make 
a “dupe” negative from which you 


print, or make a master-positive 
from original negative. In 35mm, 
negative is standard. 

33. Is film inflammable? .. . No, 


16mm film is non-inflammable. Some 
35mm film is, but this is a disappear- 
ing problem. 


34. What is the best camera I can 
use? . The Mitchell camera is 
generally accepted as being the best 
for commercial use. However, quality 
depends on the operator, not the 
camera. You can obtain perfect re- 
sults, under normal circumstances, 
with any professional camera. 


35. What is the advantage of a 
Zoomar lens? .. . The Zoomar lens 
gives you long-shot, medium-shot 
and close-up in one lens, contin- 
uously if you so desire. In other 
words, from an over-all view of the 
football field you can “zoom in” to 
a moderate close-up of a single 
player, or from a medium close-up 
to a big close-up. However, many 
users of the Zoomar complain that, 
because of the many pieces of glass, 
definition suffers. 


@ Kinescopes 


36. If I aim my motion-picture 
camera at my tv monitor, will I get 
a decent picture? ... No, you'll get 
a bad flicker. Tv chains, which op- 
erate on a 60-cycle current, “project” 
30 pictures a second. You take 24. 
A professional kinescope camera 
corrects for this in a trip-shutter 
mechanism which eliminates the 
flicker. 








37. Are kinescopes as good as orig- 
inal film? ... Far from it. The use 
of kinescopes should be limited to 
cases where whole shows have to be 
shown at later times on different sta- 
tions. An individual spot never 
should be filmed this way except for 
reference purposes. Color does give 
a better kinescope picture than 
black-and-white, but even the best 
kinescopes are not as good as the 
poorest original film. 


e@ Labeling 


38. Should film be labeled on the 
leader? ... Yes. 


39. Should film have white leader? 
... Yes. And don’t skimp. At least 
3’ followed by 5’ of black. 


40. How about leader on the tail of 
the film? .. . 3’ of black is best. No 


clear leader. 


41. What is academy leader? 
Academy leader is the 10-9-8-7-6- 
5-4-3 which flashes before the film 
proper begins. It is tacked on to the 
beginning of the film for the projec- 
tionist’s timing. 


42. Is academy leader necessary? 
For tv, it often leads to em- 
barrassment when the projectionist 
or director slips up and lets the 
audience see it; however, some sta- 
tions want it for timing and cueing 
purposes. Normally, if a station re- 
quires it, that station will splice it 
on and then cut it off before ship- 
ping back the film. For theater pro- 
jection, it’s a must for smoothing 
transitions between projector-chains. 


@ Legal 


43. Can I dub music from a phono- 


graph record onto my commercial 
track? Not without risking a 
lawsuit unless you arrange clear- 
ance. 

44. Do I need talent releases for 
models used in commercials or in 


industrial or slide films? . Yes. 
All producers have standard release 
forms available. 


45. What if the talent has no speak- 
ing part—should I still get a reiease? 
se Se 


46. May I reproduce U.S. coins on 
films? . . . The Secret Service says 
that silver (and copper) coins may 
be reproduced on motion picture 
film. 


47. May I reproduce U.S. paper 
currency on film? . The Secret 
Service says no. 


48. How about U.S. stamps? .. . Not 
unless they are mutilated or “lined” 
first. 


49. Is it possible to commit libel in 
a film? ... Yes. But why defame 
anyone in an ad? 


e Lighting 


50. What causes halation around an 
object I am filming? .. . Any of sev- 
eral causes—too strong lighting on 
white objects; too shiny an object; 
or light shining into the camera lens. 


@ Mailing & Shipping 
51. Should all film be sent in ship- 


ping cartons? .. . It’s a safety meas- 
ure that depends on you. Film in a 
can, wrapped in paper, is usually 
okay. A shipping carton costs little, 
unless it’s one of the heavy fiber- 
board ones. 


52. Should I ship film cores on 
reels? .. . If you ship it on cores, 
you're saving postage but taking a 
chance on handling. Many agencies, 
clients, and stations do not split 
reels. That means hand-rewinding, 
an extra process that may have your 
film returning with some unexpected 
splices and missing frames. 


53. Is air express the best way to 
ship film? . . . Small lengths are bet- 
ter off first class. Over eight ounces, 
it’s up to you. In lengths of 1,200’ or 
more, express is best. 


54. Who should pay the express 
charges? .. . It makes no difference. 
If you send a film collect, it should, 
by the unwritten rules of the game, 
come back to you the same way. 
Prepaid works the same way, too. 
A tv commercial sent to a station 
should be paid for by the sender. 


55. How should film be addressed? 
. . . Always send film to a specific 
person—not just a station or agency. 
If the name is unknown, address it 
to a title. If possible, label the title 
of the film on the outside of the 
wrapper. 


@ Music 


56. Are there restrictions on the use 
of music in commercial films? 
Yes. However, there are a number 
of good music libraries, available on 
a one-payment basis. The usual 
charge for this “canned” music is 
$15 per drop (i.e., portion recorded 
lifting the needle) for tv use, $7.50 
per drop for non-tv use. 


@ Photography 


57. Exactly how much area do I 
lose on the borders of my picture 
when it is projected on tv? ... No 
single standard has been recognized, 
but on the average you can expect 
to lose 8 to 10% on the top and bot- 
tom and about 12%2% on the sides. 


58. Is it possible to change a 35mm 
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Speed: Faster service means Transcrip- 
tions when you want them. . . when you 
need them . . . without delay! 

Savings: Most modern equipment...most 
experienced engineers...add-up to money- 
Saving efficiency . . . maximum quality at 
minimum cost. 
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RCA VICTOR Transcription is the qual- 
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MODEL 99C 


The only continuous advertising projector guar- 
anteed to show brilliant Kodachrome pictures in 
your window. Show 12 beautiful Kodachrome 
slides with 10-word Sizzling Selling Sentences 
with each slide showing for six seconds. 


Powerful 750 watt, 200 hour lamp, Small, 
compact, easy to carry. 18” height, 14’ width, 
14” depth. 8x12’ screen size. Beautiful leather- 
ette covering in several color combinations. 

Ideal counter cabinet to sell all types of mer- 
chandise. Push button attachment for intermittent 
showings. Customer pushes button, projector op- 
erates one cycle of 12 slides and shuts off, ready 
for next showing. 
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. for more details circle 404, page 103 


August 1955 ¢ ar « 35 





eT MM SLIDES 
FILM STRIPS 
TE SLIDES 


Your Inquiry 


is invited 
Dilet- a Dod uclions 


6419 North California Ave * Chicago 45 * Phone AM 2-414] 
AAAAAAADADAWHA’™ Nw 


~ _ eee 





—— 


. for more details circle 405, page 103 


PRESS CLIPPINGS 


News items, editorials, advertisements 


Promptly 
from daily and weekly newspapers, from 
magazines and trade papers as specified. 


CstaBusetD 088 

PRESS CLIPPING BUREAU 

BArclay 7-537! 

165 Church Street New York 7, N. Y. 
will provide you with a record of your 
results from promotions and releases. 

For Future Reference 
Handsome loose leaf scrapbooks; rubber 
cement; plastic laminating if desired. 


BURRELLE‘’S 
PRESS CLIPPING BUREAU 


165 Church Street * New York 7, N. Y. 
. for more details circle 358, page 103 
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slide-film with accompanying disc 
recording into a sound-on-film mo- 
tion picture? ... Yes, but obviously 
there will be no motion. 


59. I'm planning a 20-second, 60- 
second and 90-second spot for the 
same client. The 90-second spot con- 
tains every element in the other two. 
Am I better off using the same shots 
twice or re-shooting for each spot? 

. You'll save a few dollars by 
using the same shots; if it’s anima- 
tion you'll save a lot. Quality-wise, 
it’s always best to use original when- 
ever possible. 


60. Are white titles or black titles 
more visible? . Normally, white 
titles give better contrast; on a 
superimposition, white titles are a 
must. 


@ Prints & Processing 


61. Can I make 16mm color prints 
of my 35mm color motion picture 
originals? .. . Yes. 


62. Can I make 35mm color prints 
of my 16mm color motion picture 
originals? . Yes. Of course, there 
will be a slight loss of definition. 
But this is done more often than 
you'd think. Several motion pictures 
exhibited in theaters—on 35 mm— 
were shot on 16mm. 


63. What should be the life of a 
particular tv film spot? .. . It should 
be at least 100 to 300 plays. How- 
ever, stations handle film in various 
ways. You're cutting off your own 
nose if you insist on the “100 play” 
rule. It’s not unusual for a film to 
be mutilated the first time it is pro- 
jected. Have your mailing room 
ready. You’re hurt worst if a bad 
film is projected. 


64. Is there any way to treat film 
to eliminate scratches? ... If 
scratches are in a print, you're better 
off getting another print. If they’re 
in the negative, you can hide them 
somewhat: if on the base, by a pol- 
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ishing process; if in the emulsion, 
nothing professionally effective can 
be done. 


65. My camera shot off the set be- 
cause my lens and my viewfinder 
didn’t match. Is there any way to 
print only a part of the frame, blown 
up a little to eliminate the off-the- 
set shooting? . Yes, an optical 
printing process is available. It is 
quite expensive, and only a few 
people do this work. But if your film 
is for tv, probably it will not show 
in transmission, because of tv’s area- 
cropping. 


@ Procedure 


66. Who should keep possession of 
the original film? . . . The studio. 
Not only is it best equipped to store 
it safely, but it can deliver prints 
faster and re-edit on the spot. Also, 
it's another “unwritten law” of the 
business. 


67. Should I ask the film studio to 
prepare my storyboards? « Les, if 
you're willing to pay for them if 
you don’t use them. No, if it’s Ss specu- 
lation—unless the studio wants to. 


68. The studio tells me that the lab- 
oratory ruined the film. Who is re- 
sponsible? . As far as you are 
concerned, the studio is responsible. 
It must make good at no cost to you. 


69. Am I entitled to use any props 
the studio has on hand without 
charge, since I have contracted to 
have the studio film my job? .. . 
If you put them together, ordinarily, 
yes. This is largely a matter of in- 
dividual studio policy, which should 
be clarified beforehand. 


70. How long should a spot an- 
nouncement be used on television? 

. Sometimes six weeks is all the 
public can stand; 13 weeks is a 
normal maximum. Some spots have 
been used, however, for two or three 
years. “Novelty” tends to heighten 
a spot’s impact and shorten its life. 


@ Production 


71. I want to shoot a 15-minute 
commercial story. Should I try to 
shoot it all in one take? . Don't 
be so brave. It’s possible (although 
many studios are not equipped for 
15-minutes of sound-film shooting 
in one take), but with short takes, 
an error is easily corrected. A long 
take often must be entirely reshot 
to correct one small mistake. 


72. Which are better: long shots 
showing over-all movement, or 
close-ups? .. . For televiewing, close- 
ups are highly preferable. Watching 
feature-length movies on tv—movies 
shot originally for theater projection 
—should prove that long shots lack 


definition, both because of the tv 
receiver's smaller screen size and 
because of a far more limited range 
of brightness. 


73. How does the rough shooting 
differ from the final production? .. . 
Ordinarily it differs only in frills. 
Please understand this, however: 
some roughs go on tv as is. They’re 
not that rough. 


@ Script Writing 
74. Should the audio and video sec- 


tions of a commercial complement 
each other, or can I use the audio 
to explain points omitted from the 
video? .. . Every survey we can find 
emphasizes strongly that the audio 
and video should match. Showing 
one point and telling about another 
seriously weakens the impact of the 
commercial. 


75. How many words can I get into 
a one-minute commercial? ... The 
tendency of radio-writers-turned- 
television has been to cram a video 
spot with every last word. While 
you can get 120 to 150 words into a 
minute (one announcer has boasted 
that he can recite 400 intelligible 
words a minute), it’s hard to get 
punch with that many words... 80 
or 90 words is plenty in most cases. 


76. Which should come first, written 
copy or the visual portion of a com- 
mercial? . . . Either. Agencies usu- 
ally prepare scripts first, but there 
are many successful spots, especially 
non-lip-syne animation, which are 
produced first and sound matched 
later. 


77. Can I mix animation and live 
shooting in the same film? .. . Yes— 
it can be an excellent technique—but 
if it has live and animated in the 
same frame, costs skyrocket. 


@ Slides & Cards 


78. In a 2x2” slide for tv, are the 
dimensions those of the slide or the 
mask? ... The mask. A 2x2” slide is 
a double-frame 35mm slide in a 2” 
frame. Proportions are 3 wide to 2 


high. 


79. Should the background of title 
cards and Balop cards be black, 
white or gray? . .. For superim- 
position, white lettering should be 
on a black card. Otherwise, use black 
lettering on a 10% to 40% gray; 
white lettering on a 40% to 60% 
gray. 


80. How big a type area can I have 
on a Balop card? .. . 242x312” is the 
maximum. 


81. Can I have my titles “crawl” on 
a Balop machine? ...The Gray Telop 
uses a vertical crawl for titles, hold- 
ing up to 20 yards of thin material, 


3X” wide. Speed is variable, up to 
35” per minute. Be sure to provide 
enough leader. 


@ Sound 


82. Can I cut a new sound track to 
my old commercial? . . . Easily. 


83. Can I cut a new sound track to 
my old lip-sync commercial? . . . It’s 


not so easy, but it certainly can be 
done. 


84. What kind of frequency response 
can I expect on a sound track? ... 
The normal range is 50 to about 
7,000 cycles, although competent 
sound engineers regularly report 
11,000-cycle signals on track; only 
the best projectors, however, can 
pick up this range. Only in the last 
few years have radical improvements 
been made in 16mm projectors to 
allow them to pick up the full range 
which 35mm projectors can repro- 
duce. Most “standard” recording jobs 
reproduce a range from 100 to some- 
where about 5,000 cycles. 


85. Can I shoot lip-sync sound on 
any camera that runs at 24 frames a 
second? ... Only if it has a syn- 
chronous motor. Merely setting a 
calibration at 24 frames is no guar- 


antee of having it run exactly at 24 
frames. 


86. Can I mix several sound tracks 
into one? ... Yes, it’s done every 
day. 


@ Terminology 


87. What does “rough shooting” a 
commercial mean? . . . Rough shoot- 
ing is a low-cost 16mm test of a 
commercial, showing most of the 
elements to be included in the final 
commercial. Rough shooting gives a 
chance to visualize every element 
and every person in the commercial. 


88. What is a “Telop” card? ...A 
Telop card is similar to a Balop. Its 
size is 4x5”. 


89. What is the “Peerless” process? 
. . . It amounts to a dehumidifica- 





tion of film, which increases its life 
and wearing qualities. It is inex- 
pensive — some laboratories include 
Peerless treatment automatically 
with every job. 


90. What is “green” film? .. . Green 
film is fresh film, as it comes from 
the laboratory. Superfluity of mois- 
ture occasionally causes buckling 
and jumping. Projecting it a few 
times or waiting 48 hours tends to 
“cure” green film. 


91. What is a “work print”? ...A 
work print is just what the name 
implies. It’s used for initial editing. 
Then the negative is conformed to 
the work print. It’s a good thing to 
have a work print, but a rush job 
often forbids it. 


@ TV Station Standards 


92. What is the standard size for tv 
title cards? ... 11x14” and 15x20”. 
The actual “type area” should be 
far inside this. 


93. How much audio can I get in an 
eight-second spot? ... No more than 
six seconds. There are stringent sta- 
tion restrictions on an eight-second 
spot, and all film producers know 
them by heart. 


94. Can I project a sound-stripped 
film on tv? . Not normally. If 
you're in a terrible hole of some sort, 
and must project it, a station engi- 
neer might be able to rig up some 
sort of tape playback—but you can 
be sure that it would cost a lot more 
than making an optical track. 


e@ Timing 


95. How many feet of film to a 
60-second spot? .. . 36’ of 16mm; 
90’ of 35mm. Add about 12’ for 
leader. 


96. How many frames to a second? 
... 24 frames, both 16mm and 35mm. 


97. What films run at only 16 frames 
a second? .. . Some old silent films 
were filmed at 16 frames a second. 
All modern films, sound or silent, 
are shot at 24 frames. Some sports 
(especially football) are shot at 32 
frames, to show the action more 
clearly. 


98. How long is a “one-reeler’? ... 
In 35mm, 1,000’; in 16mm, 400’—about 
10 or 11 minutes. 


99. What is the fastest I can expect 
delivers: on a film shot today? .. . 
Today—if you shoot single-system 
reversal without editing. Of course, 
if you want a print, or if you want 
quality, it'll take longer. Actually, 
this is an unfair question. Speed is 
a factor many persons regard as 
secondary to quality. 44 
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et-Up Paper Boxes 


The pictures on these pages show the 
first place winners in the 1955 Set-up Paper 
Box Competition sponsored by the National 
Paper Box Manufacturers Ass'n. The com- 
ments of the judges indicate the striking 
features of the prize winners. A grand ex- 
hibition of all entries was displayed at the 
NPBMA Convention, Haddon Hall Hotel, At- 
lantic City, N. J., June 2-4. 


1. Fry Kit Box .. . First Award—Sporting 
Goods—Produced for Hank Roberts Inc. by 
I. S. Deline Box Co... . Deluxe window box 
shows contents to include a good-looking 
instruction book and flies. Box suggests the 
product is the perfect gift for an avid fish- 
erman hobbyist. 


2. DEPARTMENT STORE Girt Box... First 
Award—Retail Boxes—Produced for Hein's 
by Wayne Paper Box and Printing Corp. 
. .. Bright clean design on a white flint lid. 
Light blue flint paper for the base accentu- 
ates the lid design and increases feminine 
appeal of this department store package. 


3. MILLER SHOE Box .. . First Award 
Footwear—Produced for I. Miller Shoe Co. 
by Frank C. Meyer Co. Inc. . . . The photo- 
graphic technique used to decorate a box 
for high grade women’s shoes also ties in 
with a national advertising campaign. Tones 
of gray or white with sparse use of pink 


for lettering creates an aura of luxury for 
the product. Complete in all details, even 
the inside of the box is dyed pink to give 
the package a look of feminity. Size, style, 
etc., can be marked in spaces at either end. 


4. FRENCH PAPER STATIONERY BOXES... 
First Award—Stationery—Produced for Ar- 
thur E. Wilson Co. by Congress Paper Box 
Co. Inc. . . . A regular full telescope sta- 
tionery box with “oomph.” Smart use of 
pen-outlined Parisian street scene in four 
different combinations of pastel shades cre- 
ates a product and package aura of being 
“extraordinary.” 


5. WOLLENSAK Movie CAMERA Box... 
First Award—Photographic Supplies—Pro- 
duced for Revere Camera Co. by Congress 
Paper Box Co... . Ingenious layout of cover 
design provides an artistic means for re- 
vealing pertinent facts about the box con- 
tents. The fact that the box contains a 28 
cine camera of magazine type by Wollen- 
sak is inescapable. Strong enough for car- 
rying an expensive camera, the box is also 
a suitable display unit. 


6. MALLARD PEnciL Box... First Award 
Office Equipment & Supplies—Produced 
for Mallard Pencil Co. by Bradley & Gilbert 
Co. ... Sturdy outer box, with very “clean” 
design, giving quick identification of con- 


tents, holds six smaller boxes with com- 


plimentary design. Interior boxes thumb- 
out for added convenience. 


7. FRAME EyecLAss Rim Box .. . First 
Award—Personal Accessories—Produced for 
American Optical Co. by Dennison Mfg. Co. 
... Rich applique on unusual cover paper, 
combined with nail-hinged cover and spe- 
cial interior display platform, bespeaks ele- 
gance and quality of product contained 
therein. Excellent example of protective 
packing and display packaging. 


8. CIGARETTE DISPENSER Box . . . First 
Award—Tcbacco & Smokers’ Supplies—Pro- 
duced for John Monte Monroe Cigar Co. No. 
6 by Mutual Paper Box Corp. . . . Slotted 
box provides snug fit for three lid sections, 
each separately covering a partitioned di- 
vision of the box. Novel lid feature makes 
it a good sales aid presentation package. 
Lids are padded and wrapped in simulated 
brown leather paper, matching the grain 
covering on the base. 


9. ULTRASUEDE SHIRT Box... First Award 

Wearing Apparel—Produced for Manhat 
tan Shirt Co. by Van Ness Bros. Inc... . 
Fine example of a window box, showing 
contents with description below window 
calling attention to box and quickly describ- 
ing the item. An excellent example of use 
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of window, paper and printing to stimulate 
sale of a high-priced item. 


10. Jotty JAck SILVERWARE Box... First 
Award—Silverware & Jewelry —Produced 
for International Silver Co. by the Box Shop 
... Attractively printed, this hinged-lid box 
coniains a jumping jack holding two pieces 
of baby silverware. Novelty item has 
tremendous sales appeal for buyers of this 
type of merchandise. 


ll. JeweLttep MatcH Box DISPLAY... 
First Award—Display Boxes—Produced for 
the D. Jacobs Sons Co. by the Mason Shoe 
Box Co. . . . Easel-backed display trimmed 
in gold holds five boxes, any or all of which 
may be displayed in open position. Ex- 
cellent point-of-purchase display value. 


12. Houmway Boxes .. . First Award—Holi- 
day Boxes—Produced for Wurzburg Co. by 
Wayne Paper & Printing Corp. . . . Dark 
green base with angel design on lid printed 
in “little girl’ colors makes this package 
look and feel very Christmasy. Excellent 
choice of colors and design. 


13. Espon-WaArE BARBECUE ACCESSORIES 
Boxes . . . First Award—Hardware—Pro- 
duced for Dor File Mfg. Co. by Grigsby Bros. 
Paper Box Mfrs. . . . Well-made boxes cov- 
ered in tan leatherette set motif for con- 
tents, expensive barbecue tools. Interior 
has leatherette paper and green bases, 
printed in black to show off tools to best 
advantage. 


14, Noe, Maiuinc Box... First Award— 
Mailing Boxes—Produced for Nieman-Mar- 
cus Co. by Pollock Paper Corp. . . . Box 
designed so contents (a ceramic bell) may 
be easily inserted and yet be well pro- 
tected for mailing. Printing design carries 
out Christmas gift motif, enabling shopper 


te send a gay gift with a minimum of 
trouble. 


15. MANDREL Box... First Award—Trans- 
parent Boxes—Produced for Bacon Felt Co. 
by Consolidated Paper Box Co. . . . Shoulder 
box covered in blue glazed paper with ace- 
tate lid holds 24 mandrel mounted felt 
wheels securely and acts as a sturdy holder 
it, actual use by the purchaser. 


16. GrapHic Meter Ink Box .. . First 
Award—Construction—Produced for the Es- 
terline-Angus Co. Inc. by Paper Package Co. 
. .. Proper set-up box packaging overcomes 
awkward shape of bottle, bulbs and spare 
pens. The heart of this accessory kit for in- 
dustrial users is a drum insert. The tall 
drum is printed, scored, die cut, formed, 
stripped and set in a shallow base. Lid 
which telescopes over insert is printed with 
complete use and reorder instructions. 


17, ToweTries Girt Set... . First Award 
Cosmetics—Produced for Mary Chess Inc. 
by Oscar Trilsch Co. ... An elegant set of 
qift boxes which make expensive toiletries 
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Appetite Appeal . . . These stock wrappers 
for bun and roll packages are being pro- 
duced by Continental Can Co.’s Shellmar- 
Betner Flexible Packaging Division for 
bakers’ adaptation. The line includes wraps 
surface-printed in six colors, designed to 
promote appetite appeal. The wraps are 
available for hot dog rolls, brown ‘n serve 
rolls and round sandwich buns. Space has 
been left on the wraps for bakers to add 
descriptive copy, name and a display de- 
sign. 

TI 
“more than worth their cost.’ Deep em- 
bossed gold paper, satin lining tucked 
around die-cut platforms, satin covered, 
padded inserts with gold-stamped printing, 
satin lid supports, angular display of mer- 
chandise put real richness into the store 
counter. Regal dignity and air of refine- 
ment is successfully attained through ex- 
cellence of box construction, design, work- 
manship and choice of materials to comple- 
ment the chessmen contents. 


18. PLANETARIUM Box .. . First Award— 
Toys & Games—Produced for Harmonic Reed 
Corp. by G. A. Bisler Inc. . . . Box designed 
to protect, display and sell a high-priced 
scientific toy. Well-made shoulder box gives 
graphic picture of toy’s purpose. 


19. Privine Druc Box .. . First Award— 
Drugs, Chemicals & Pharmaceuticals—Pro- 
duced for Ciba Pharmaceutical Products 
Inc. by Walter P. Miller Co. ... A drug box 
with “it.” The shapes used on the wrap 
design and selection of red, blue and black 
for the reproduction, actively call for at- 
tention on a counter. The contents are dig- 
nified by the wrap’s engineered look. An 
intricate die-cut platform keeps contents 
directly under peek-in windows. Use of col- 
ors on the platform adds display value. 


20. Op Spice Powper Box... . First 
Award—Best Surface Design & Execution— 
Produced for Shulton Inc. by F. N. Burt Co. 
. .. By combining neat, precise Pennsylvania 
Dutch art style with a magical use of 
fashionable modern colors, this box becomes 
a top competitor to draw the consumer's 


eye. Charcoal gray and chalk blue back- 
grounds set off the design printed in gold, 
white, amber and sienna. Inside drum tops 
are covered with parchment to minimize 
odor loss. 


21. WALTER BAKER SPECIAL SELECTION 
Canpvy Box .. . First Award—Confections— 
Produced for Walter Baker by Vincent Box 
Co. . . . Special package for the promotion 
of Walter Baker's superior milk chocolates, 
holds six bars of chocolate. Wrap printed 
in brown and black on white background 
makes attractive and clean design. 


22. CANNON GiFT TowWELS ... First Award 
—Textiles—Produced for Cannon Mills by 
Old Dominion Box Co. . . . Acetate lid on 
oval-shaped box attracts attention as “out 
of the ordinary.’ Blue-green background 
color for a gold and white design, also 
printed on the acetate lid, makes a mag- 
netic combination. 


23. Pot Pourt Soap Box... First Award 
—Soaps—Produced for Claire Burke by Poh- 
lig Brothers Inc. . . . Package color scheme 
of antique finish paper and green blend ink 
suggests the spicy scents of the contents, 
especially appealing to discriminating 
women. A high impulse purchase package. 


24. Men’s Hosiery Dispiay Box ... First 
Award—Hosiery & Wearing Apparel Ac- 
cessories—Produced for Wisteria Hosiery 
Mill Inc. by Cherokee Paper Box Co. Inc. 
... A simple but very effective display box 
that protects the merchandise from being 
disarranged and counter tossed, yet per- 
mits maximum visibility of the product. Gay 
colors of socks stand out against the glossy 
black box wrap. Display message informs 
buyer that in this new packaging method 
one pair of socks is mounted on each board. 


25. AUTOMOTIVE PROMOTIONAL MATERIAL 
Box . . . First Award—Miscellaneous Boxes 
—Produced for Chevrolet Division, General 
Motors Corp., by Stecker Paper Box Co... . 
Package designed to hold all promotional 
and technical data on the 1955 Chevrolet 
prior to public announcement. Sturdy, 
shoulder-type, file construction. Design 
“teases” recipient to open and examine con- 
tents. 


26. JeLuies Girt Box .. . First Award— 
Food—Produced for Reese Finer Foods Co. 
by Congress Paper Box Co. Inc. . . . Cover 
wrap is eye-catching, makes prospect want 
to see contents. Interior platform in two 
colors holds six jars of jelly. 


27. Wuisky Girt Box .. . First Award— 
Beverages—Produced for Glenmore Distil- 
leries by F. N. Burt Co. Inc. . . . Presenta- 
tion box for bottle of fine whisky, typically 
masculine throughout, from gold printing on 
leather brown cover paper to bright red 
velour paper inside. Hinged side opening 
makes it an attractive display package. 


44 








ellogg’s in 


A series of package cut-outs ap- 
pealing to Mexican children not 
only built volume for Kellogg’s 
cereals, but increased sales out- 
lets as well. 


By Ruel McDaniel 


Kellogg de Mexico was doing most 
of the breakfast food business in 
Mexico, but volume was not what 
officials had reason to believe it could 
be, and it was not up to plant ca- 
pacity. 

Ed J. Harlan, president of the Mex- 
ican company, talked over the mat- 
ter with the company’s agency man, 
William S. Miller, general manager 
of J. Walter Thompson de Mexico. 
The outcome was an idea in packag- 
ing, particularly with a view of in- 
creasing volume on the large-size 
carton, which was not receiving sat- 
isfactory trade reception. 

The packaging idea has increased 
general volume about 50% in the 
little more than a year it has been 
utilized, and it jumped distribution of 
the large-size package from between 
10 and 15% of possible outlets, to 
more than 50%, and new outlets are 
being added every week. 


>“We had nearly 100% distribution 
on our family package, which is a 
small carton down here, but it was 
difficult to induce merchants to stock 
the large carton, containing ten 
ounces of merchandise, because it 
ran into too much money, particu- 
larly by Mexican standards,’ Mr. 
Harlan explains. 

The first design was prepared for 


corn flakes and it involved complete 
revamping of the back of the pack- 
age for the giant-size number. 

The back of the carton is com- 
pletely dominated by a multi-colored 
mask cut-out, appealing directly to 
children. The median-age appeal is 
six years. Designs covered six dif- 
ferent figures, some to appeal to 
girls, others to boys. 


>Each design when cut out forms 
a perfect mask to fit the average 
child from five to eight years of age. 
On each package are instructions, in 
Spanish, for cutting the mask out of 
the back of the carton and for affix- 
ing a string or rubber-band to it for 
fitting over the face. 

Each package shows, in small 
black-and-white figures, the various 
other masks available on corn flake 
cartons, in addition to the one the 
child has selected. 

“We guessed wrong, however, on 
which masks would appeal to girls 
and which to boys,” explains Mr. 
Harlan. “For instance, one of the 
masks shows an eye-patched, mus- 
tachioed pirate, in all the pirate rig- 
gings. That, we were sure, would be 
a best-seller to boys. Instead, more 
girls than boys buy it.” 


>Mr. Harlan has made quiet sur- 
veys of larger retail outlets, particu- 
larly observing children selecting 
corn flakes by the cut-out designs, 
and he has learned something about 
kids’ preferences by so doing. 
Recently he stood near the break- 
fast food section of a super market 
and saw a boy about seven looking 
over the corn flakes. He pounced on 
the masks at once, and Mr. Harlan 
was sure that he would select the 





pirate, or if not certainly his choice 
would be Diablo, a mask of the devil. 
Instead, the boy chose without hesi- 
tation the package that carried a 
cut-out of a beautiful carnival queen, 
blonde curls and all. 

“We have decided that child psy- 
chology impels them to want a mask 
that is as different as possible from 
themselves,’ Mr. Harland explains. 
“Thus a girl wants to look like a 
pirate or a devil, and the boys go for 
the designs that are as opposite as 
possible from them.” 


>The company finds that a series 
of designs draws heavily for about 
four months. Then the kids become 
jaded with them. Accordingly, the 
company created two other cut-out 
ideas, which alternate with the 
masks. 

The first to follow the masks was 
a series of six colored drawings of 
Mexican warriors of pre-conquest 
eras, not to be cut out for masks but 
to be trimmed out the full size of 
the package and hung on the wall. 
Each picture has a %” colored bor- 
der outlining the dimensions of the 
package. Instructions on the edge of 
the carton explain the suggested use 
of the picture, and small black-and- 
white sketches show the other five 
pictures of the warrior series. Of the 
six, the color print of Montezuma is 
the best seller, Mr. Harlan says. 

The third series, used on both the 
family-size and giant packages and 
designed to capitalize on the annual 
Pan-American Road Race from 
South Mexico to El Paso, contains 
cut-outs of various racing cars. 

Text not only gives the name of 
each car but exact specifications. 
“We were surprised to learn that 
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boys, particularly, want to know the 
horsepower of the car, its carbure- 
tion and all manner of mechanical 
details,” Mr. Harlan says. “We give 
these facts to them in text in the 
panel.” 

This series also is designed so that 
children may cut out the cars and 
hang them on the wall or keep them 
handy for discussion between 
friends. 


>So far, these three designs have 
kept sales zooming. As the appeal for 
one series begins to wane, the com- 
pany begins packing corn flakes in 
another package of the series. When 
and if the time comes that the kids 
become jaded with all three designs, 
the company and agency are ready 
with a fourth and fifth if necessary. 

“These cut-outs,” says Mr. Miller, 
“not only have created a substantial 
increase in consumption of corn 
flakes, but they have, we suspect, 
forced sales on mothers who still had 
corn flakes at home but whose chil- 
dren demanded more masks or war- 
riors or racing-cars.” 44 


Rip-Open Tape Makes 


Opening Cartons Easy 


The advantages of CPS rip-open 
tape are graphically illustrated in 
a mailing piece by the manufac- 
turer, Chicago Printed String Co. 
(Chicago). 

CPS rip-open tape is designed for 
easy opening of corrugated boxes 
and is applied to box-making ma- 
chinery at one of two alternate sta- 
tions on the combiner, either at the 
slitter station or at the hot plate 
section. 

The tape, which comes in two 
widths—3/16” or %4”’—is adhesive- 
applied under the corrugated board 
and completely around it at a point 
where the corrugated board is slit 
to form two sections. A cardboard 
tab, die-cut in the board, is marked 
“Lift and Pull.” That’s all there is 
to ‘t. You pull the tab and the tape 
does the rest, neatly dividing the 
corrugated package into two sec- 
tions. 


>In addition to protecting the con- 
tents from clumsy ripping and tear- 
ing with fingers or knife, the use of 
rip-open tape permits easy marking 
of contents right in the package by 
retailers, provides carry-outs for 
grocery stores and similar outlets, 
makes shelf stocking easier, etc., 
according to the manufacturer. 

The direct mail piece used by the 
manufacturer to introduce rip-open 
tape was a 9%x12’”, 125 lb. test 
board corrugated folder with an 
actual application of the tape. The 
contents include pictures, a blue- 
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Product Demonstrates Product . . . Shown 
is the direct mail piece used by Chicago 
Printed String Co. to demonstrate its rip- 


open tape. Included in the corrugated 
folder were descriptive literature, a blue- 
print and photographs of the rip-open 
tape as applied box- 


making machinery. 


to conventional 


print showing application of the tape 
to conventional box-making ma- 
chinery and descriptive literature. 
The tape, which is supplied in 
10,000 yard minimum rolls, ranges 
in price from $1.98 per thousand 
yards for the 3/16” width to $4.20 
per thousand yards for the 4” 
width. The tape is wound on re- 
turnable spools, which are billed at 
$12 each with credit issued when 
returned via prepaid freight. 
Samples of the tapes and detailed 


literature are available. 


For your copy circle No. 302 on the 
Reader’s Service Card inside back cover. 


New Decanter Design Used 
For Large Bourbon Bottle 


Glenmore Distilleries Co. (Louis- 
ville, Ky.) has gone nautical with 
a half-gallon “Captain’s Decanter” 
of Kentucky Tavern Bourbon—com- 
plete with its own nautical carrying 
case. The new package is available 
in states that permit the sale of al- 








coholic beverages in half-gallon 
sizes. 

Because its broad, low design pre- 
vents tipping, the new decanter is 
being promoted as ideal for service 
aboard boat and ship, as well as on 
patio and terrace. The unique de- 
canter is being featured in a series 
of full-color ads in a number of na- 
tional magazines. 

Donald Desky & Associates de- 
signed the bottle, and the carrying 
case was produced by Container 
Corp. of America. 44 


Hinde & Dauch Releases 
New Book on Packaging 


A new lay-out, four-color illus- 
trations and a wealth of up-to-date 
new packaging material are featured 
in the recently revised edition of 
“How to Merchandise with Corru- 
gated Boxes,” published by Hinde & 
Dauch (Sandusky, O.). 

The new booklet features points 
to remember in plotting a merchan- 
dising campaign, discussing the pro- 
duct and people who will buy the 
product, methods of distribution, and 
the activities of competing firms as 
criteria for decision on design and 
color. Four-color illustrations show 
the value of color in product mer- 
chandising. The accompanying text 
discusses the psychology, function 
and selection of color in merchan- 
dising. 

Another section of the publication, 
using actual boxes and displays of 
leading firms, offers a 10-point dra- 
matization of the specific merchan- 
dising functions around which Hinde 
& Dauch boxes are designed. 


For your copy circle No. 303 on the 
Reader’s Service Card inside back cover 


Booklet on Adhesives 
For Films Revised 


A revised edition of “How to Han- 
dle Adhesives for Transparent 
Films” has been issued by National 
Adhesives (New York), and includes 
the many advances which have been 
made since the booklet was first 
issued five years ago. 

General uses of applications of 
emulsion, lacquer, hot melt and col- 
vent activator adhesives are in- 
cluded, and particular attention is 
paid to “Resyn” adhesives. Inside 
the back cover of the pocket-size 
booklet is a chart describing the 
properties and characteristics of all 
principal types of transparent film, 
including Mylar, cellophane, plio- 
film, polyethylene and cellulose ace- 
tate, their manufacturers, thick- 
nesses, types and peculiarities of 
identification. 


For your copy circle No. 304 on the 
Reader’s Service Card inside back cover. 


The Westinghouse Formula for 


<TR) 


cy» Qos 
Sales Jucentive 


Ss ontedsts 


Sales incentive contests with 
travel as the prizes have proved 
well worth their cost for West- 
inghouse Electric Corp. 


What is the formula for sales in- 
centive contests among dealers and 
distributors of the Westinghouse 
Electric Corp. (Pittsburgh)? And 
are they worth the cost? 

First the background; then the 
answer. 

The background: 


e Westinghouse’s tv-radio division 
(Metuchen, N. J.) rewarded 500 
dealers, distributors and their wives 
with an all-expense-paid luxury tour 
of Europe in April and May 1953 fol- 
lowing a contest called “European 


Holiday.” 


e Then the corporation’s electronic 
tube division (Elmira, N. Y.) staged 
the “New Year’s Cruise,” carrying 
200 tv tube dealers to Bermuda 
aboard the Queen of Bermuda for a 
week in January 1954 as a reward. 


e Last summer more than 300 deal- 
ers and distributors of the tv-radio 
division won a week in Nevada for 
selling radios during a third promo- 
tion called “Las Vegas Radio 
Roundup.” 


e This year Westinghouse came up 
with another sales incentive contest, 
“Be My Guest,” a tv-radio division 
push among dealers and distributors, 
with consumer trips thrown in. On 
the agenda for winners: trips around 


the world, to Europe, South Amer- 
ica, Mexico, Bermuda and Nassau. 


>The answer: 

They’re worth the expense. 

Westinghouse thinks that sales rec- 
ords pivot on travel premiums and 
that travel is a much greater incen- 
tive than cash awards, cash discounts 
and price cuts. 

All but the consumer phases of its 
last contest were planned with West- 
inghouse by the company’s current 
ad agency, Fuller & Smith & Ross 
(New York). Such contests probably 
will continue when the corporation 
shifts its consumer advertising to 
McCann-Erickson (New York) on 
July 15 in a reshuffle that will con- 
tinue the industrial advertising with 
F&S&R. 


>In the sales incentive contests, 
three points are made to back up the 
luxury-tour idea: 

1. Each ticket is paid for with a set 
accomplishment in sales. 

2. Dealers’ tickets are paid for with 
volume purchases of radio and tv 
sets. 

3. Distributor tickets are earned in 
competition. 

> Out of these contests Westinghouse 
developed a definite philosophy: 

e Make the dealer or distributor a 
world traveler, a participant in a 
continental caravan. While he may 
not think much of “just going to 
Paris,” Westinghouse has learned 
that Paris as the high adventure 
point of a European tour is 75% more 
effective than Paris as the only 
destination. 

e Variety adds spice to the travel 
menu. 


e Provide scenery and snobbery, but 
vary the pace. 

e Offer madness as well as serenity. 
e Give both city and countryside. 


’Strikingly, Westinghouse points 
out, manufacturer sales in the “Eu- 
ropean Holiday” plan for «fist 
six months of 1953 bow ced 147% 
above the same period ie pre- 
vious year, but the ins. <> did not 
come from the win:i-:: 
alone. 

There was an overwhelming num- 
ber of dealers who caught the fever 
of the travel promotion and con- 
tributed to its success, but who 
stayed at home. 

Critics of the travel idea are not 
confined to outsiders, but to West- 
inghouse, working closely on such 
promotions, the travel approach is 
sound and ethical. While it might ap- 
pear that dealers would be inclined 
to overbuy, jeopardizing the useful- 
ness of the plan, the company points 
out that the kind of dealer who hopes 
to earn a major travel premium nor- 
mally handles four pro duct lines or 
more. 

To meet the sales burden, the deal- 
ers have to work extra hard during 
regular hours and overtime—in other 
words, they’ll buy heavy and work 
hard. Possibly the only way the 
dealer can get away from his ousi- 
ness for a rest or vacation is through 
the travel plan. 


avalers 


>In actual practice, Westinghouse 
figures the most generous travel plan 
costs less than one-third of a price 
cut and also is preferable to cash dis- 
counts. Two reasons are given: 

1. Uncle Sam participates heavily in 
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Incentive Promotion Pieces 


helps you cash in on the radio 


STACK UP LAS VEGAS 
POINTS THRU THE 


FORMULA FOR PROFIT 


Westinghouse 


ae 


. . . Westinghouse merchandises its sales incentive contests 


with eye-catching, travel-lure pieces that get dealers interested. Pieces for four different 


incentive contests are shown. 


every successful dealer’s earnings, 
reducing the dealer’s share and con- 
sequently removing much of the in- 
centive. 

2. With cash awards, much of the 
cash must be shared in partnership, 
corporation or syndicate operation, 
whereas the travel award belongs 
entirely to the ticket holder. 


> Westinghouse offers three pieces of 
advice on travel incentive plans: 

1. The dealer is not a sucker for just 
any promotion. 

2. Don’t let the boss choose the trip 
on the basis of his own experience. 
3. Make the dealer a king when he 
travels. After all, he spends each day 
on bended knees to his public. He 
doesn’t want his trip to be a chore. 
He’s worried as it is, with dress, 
manners, passport, vaccination. Make 
him a king—that’s what he expects, 
and what he’ll buy. 


>From its experience with travel 
plans, particularly with the first one, 
“European Holiday,” Westinghouse 
has learned to place some control on 
these incentive contests. That first 
plan, for example, went over the 
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budget because of lack of experience 
and sufficient control. 

For the last promotion, “Be My 
Guest,” some behind-the-scene sug- 
gestions included ways to control the 
budgeted expense of travel plans 
and, in most instances, these took 
into account fringe items: 

1. When the dealer is okayed for his 
ticket, he is told exactly what West- 
inghouse pays for. Nothing else is 
added. 

2. All extra hotel bills are paid by 
the dealer, although the room is 
charged to the Westinghouse travel 
agent. 

3. The hotel and party angle is 
eliminated from most departures, 
since the itinerary permits late after- 
noon departures for foreign destina- 
tions. Only travelers from distant 
points need be put up overnight be- 
fore departure. 

4. It is explained that Westinghouse 
travelers are winners as well, trav- 
eling without expense account. This 
spares much unnecessary entertain- 
ing. 

5. Westinghouse makes no loans to 
any traveler wishing to make pur- 


chases abroad. Travelers are ex- 
pected to carry a reserve for per- 
sonal foreign purchases over and 
above tour requirements. 
6. Westinghouse holds itself re- 
sponsible only for the winner travel- 
ing on a guest ticket, with the excep- 
tion of adult members of the winner’s 
immediate family and/or an active 
salaried employe from the dealer- 
ship. 
7. Westinghouse will not be respon- 
sible for expenses other than those 
set forth in the itineraries. Home or 
office expenses incurred during the 
travel period are considered strictly 
matters of personal expense. 
8. The company refuses to be re- 
sponsible for any travelers who do 
not accompany the regular travel 
party on its planned itinerary. Any 
additional expenses incurred by such 
persons are strictly personal ex- 
penses. 
9. Neither cash nor kind is remitted 
for any travel ticket or ticket partly 
used by the person earning it or to 
whom it was available. If a traveler 
does not drink or does not join sight- 
seeing parties, the “saving” will not 
necessarily be returned to him. 
Westinghouse travel plan contests 
take into account the fact that West- 
inghouse tv and radio sets are third, 
fourth or fifth lines on dealers’ floors, 
rarely first. Because of this fact, 
Westinghouse products do not get 
preferential attention from the deal- 
er without special effort. The sales 
incentive contests produce the spe- 
cial effort. 44 


Millionth Glass 


Don Hits Milestone 
At Restaurant Show 


Like other visitors who stopped at 
the Edward Don & Co. (Chicago) 
booth at the 1955 National Restau- 
rant Assn. show at Chicago’s Navy 
Pier, Mr. and Mrs. Stanley J. Kowal- 
ski simply expected to receive a Don 
souvenir measuring glass. 

But the presentation was not so 
simple for the couple from Scottie’s 
Sea Food House (Grand Rapids, 
Mich.). 

As they approached the booth, a 
gong was sounded, beaming officials 
swarmed up and a crowd quickly 
gathered. Mr. and Mrs. Kowalski 
had become the recipients of the 
millionth measuring glass given by 
the Don Co. as souvenirs at various 
restaurant shows! 


>For 13 years, convention-goers 
have been receiving Don measuring 
glasses at restaurant, hotel and in- 
stitution shows, and the souvenir 
measuring glass by this time has be- 
come a tradition. 
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Promotion Milestone .. . Mr. and Mrs. Stanley |. Kowalski (center) receive the millionth 
measuring glass at the Edward Don G Co. exhibit at the National Restaurant Assn. show. 
To president Edward Don (left), the ceremony marked an impressive milestone in a 
convention give-away program begun 13 years ago. Presenting the mounted souvenir 


glass is Paul Shanks. 


As might be expected, the Don 
advertising department occasionally 
has toyed with the idea of using 
some other souvenir. However, for 
every visitor who says, “What, an- 
other glass?” there are scores who 
are delighted with the traditional 
Don glass—whether it be their first 
or tenth. 

The popularity of the glass has 
also resulted in pleas from Don sales- 
men, who would like to use it as a 
hand-out in their territories. But the 
glass has been so firmly established 
as a trade show souvenir and has 
done such a good job of associating 
lasting value with product associa- 
tion and recognition, all such pleas 
from salesmen have been politely but 
firmly refused. 


>The millionth glass, mounted on a 
pedestal bearing an engraved plaque, 
was presented to the Kowalskis by 
Paul V. Shanks, a NRA director, 
while Edward Don, company presi- 
dent, made a short speech. In addi- 
tion to the glass, the Kowalskis re- 
ceived a “bonus” of over 50 other 
gifts worth more than $500. 

But the glass itself was just like 
the first 999,999. Each has carried the 
Don slogan, “50,000 to 1 Don has 
your needs,” and the heading, “You 
get full measure from Edward Don 
& Co.” 

Over the years, the Don Co. has 
received many comments and many 
letters regarding the glasses. These 
range from the man who complained 
that the two-ounce line actually 
measured 2% ounces to the mother 


who wrote: “At the Restaurant Show 
in 1952, I received one of your Don 
measuring glasses. My 4-year-old 
son loved it and has been drinking 
his milk from it ever since. It broke 
last week and I’m having an awful 
time getting him to drink his milk. 
Please tell me how and where I can 
get another glass as soon as possible.” 


>The mother got another glass im- 
mediately and AR’s editors can tes- 
tify that, regardless of the two-ounce 
line, the Don glass can help produce 
a mighty fine martini. 

The presentation ceremony wasn’t 
the end of the extended Don give- 
away program. In a few short min- 
utes pretty girls began handing out 
the second million souvenirs. 44 


Sept. | Deadline Is Set 
For Match Book Contes 


The closing date for entries in the 
annual awards competition for the 
best matchbooks of the year will be 
Sept. 1, according to the sponsor of 
the contest, Match Industry In- 
formation Bureau (New York). 

A bronze “Joshua” plaque will be 
awarded for the entry in each industry 
adjudged best from the standpoint 
of selling copy, artwork and typog- 
raphy. 

All matchbooks in circulation dur- 
ing the current year are eligible for 
entry in the contest. Entry blanks 
may be obtained from the Match 
Industry Information Bureau, 500 
Fifth Avenue, New York 36. 44 
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Take 60 Seconds 


and Compare 


Economical Manifest Bond with 
Any Other Economy Sulphite 


(”) Take ten seconds for texture — note the 


smooth printable surface . . . the quality feel. 


Take ten seconds for color — note the 

brighter blue white of Manifest Bond .. . 
the shade that looks whiter, cleaner under natural 
or artificial light. 


Take ten seconds for strength — note that 


Manifest Bond is a much stronger sheet 
than most economy sulphites. 


EASTERN 


€ Take thirty seconds for performance — look 
over the printed Manifest Bond samples any 
Eastern merchant will be glad to show you. Note 
how the specially sized surface, dimensional stability 
and micromatic trimming result in square-cornered 
sheets that take ink evenly . . . feed smoothly 
. . . look like a Jot more than they cost. 


If you want to save money... and still 
do a quality job 


werManifest Bond 


MADE BY EASTERN CORPORATION, BANGOR, MAINE 
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GREASEPROOF 


— the wonder papers - 
for packaging 


By Charles V. Morris 


Printer Arne Olsen was beside 
himself with worry. Three days, now, 
since he’d printed inserts for packing 
with a food product, yet the tell-tale 
odor of printing ink still lingered 
over the piles of printed sheets. 

Arne saw himself reprinting the 
whole kit and kaboodle. More than 
three days of presswork lost. Not 
counting the cost of replacing the 
paper—nearly $500 worth. 

Arne had followed every precau- 
tion he knew when printing on non- 
toxic vegetable parchment paper. 
He’d ordered non-toxic vegetable 
oil-base inks from his regular sup- 
plier. He seldom printed on vegetable 
parchment papers, but he did know 
he shouldn’t tamper with the inks. 
He ran them “as is,” he remembered. 

“What have I forgotten to do?” 
he scolded himself. 


>To make a long story short, Arne’s 
anticipated woes never came to pass. 
The oxygen in the air has a way of 
soaking up odor from printing ink, 
even printing ink laid down on hard- 
surfaced greaseproof paper, in this 
case Patapar. 

Arne and other printers will be 
facing up to more and more printing 
requirements on greaseproof and 
glassine papers for packaging pur- 
poses—printed wraps, for labels, for 
package inserts. Only genuine vege- 
table parchment, greaseproof and 
glassine papers—waxed and/or lam- 
inated — provide the qualities the 
end-use requires. It’s just good busi- 
ness, therefore, for printers and ad- 
vertising people to know something 
about these present-day wonder pa- 


pers, how they’re used, why they’re 
used and how to work with them. 

These are some points worth not- 
ing and investigating further. 

Greaseproof papers — glassine, 
which is supercalendered; grease- 
proof, and genuine vegetable parch- 
ment, like Arne’s Patapar—are im- 
portant materials in food-packing 
plants. Inherent waterproofness, 
greaseproof characteristics, and the 
odorless and tasteless qualities of 
these papers establish them as ideal 
food wrappers. They work wonders 
when protecting such products as 
butter, margarine, lard, fish, meats, 
poultry and frozen foods. 


>Some products must be packaged 
to keep out moisture. For instance, 
products whose taste appeal is de- 
pendent upon crispness — crackers, 
dry breakfast foods, potato chips. 
Others, such as powdered foods, must 
be protected so they will not “cake 
up” as a result of absorbing mois- 
ture. Moisture is definitely a factor 
in fats becoming rancid. Prepared 
mixes that have a shortening con- 
tent, therefore, need the kind of 
package protection which grease- 
proof paper provides. 

On the other hand, certain food 
products require retention of mois- 
ture to preserve top quality—prunes, 
shredded coconut and chewing gum, 
for example. 

Some cereal products, among them 
corn flakes, rice and wheat flour, 
present the perplexing problem of 
both retaining and excluding mois- 
ture. It is desirable to exclude mois- 
ture from these packages. Neverthe- 
less, when these products become 
dry—under 25% moisture content, 


. it’s good business for admen 
to know something about grease- 
proof and glassine papers . . . how 


and why they’re used and how to 
work with them. 


that is—rancidity develops early. 
Kept slightly moist, favorite break- 
fast foods remain sweet and rancid- 
free for years. 


>In modern packaging, paper is 
more widely used to control mois- 
ture than any other material. No pa- 
per is in itself resistant to moisture; 
actually, it absorbs moisture and as- 
sists in its transfer. To resist mois- 
ture completely paper must be proc- 
essed for specific packaging pur- 
poses. 

Genuine vegetable parchment and 
other greaseproof papers are often 
laminated to transparent cellulose 
sheets, also to foils, for cream cheese 
and margarine packages to rigidly 
“contain” moisture. 

Glassines are often waxed and 
used as bread wraps, as linings for 
cereal, cracker and cookie cartons. 
Being dense, glassines are ideally 
suited to application of lacquer coat- 
ings when extraordinary protection 
against moisture is vital. 


> Choice of paper—glassine or plain 
greaseproof—and the special type of 
coating is determined by the nature 
of the protection required. When 
grease-protection alone is the need, 
as inner liners for paperboard car- 
tons, vegetable parchment and plain 
greaseproof papers can be selected 
for many foods. Waxed glassines are 
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Here’s the painless cure for that 
| pain in the neck of yours—requests 
| for sample letterheads, 


Let “Dr.” RISING take over. We'll 
| take care of your requests for sam- 
| ple letterheads. All you have to do: 


Send your requests with 
your card and we, here at 
RISING, will see to it that 

. “New Letterheads of the 
Season” are mailed to your 
Could anything be more painless? 
|} —or productive of new sales! 


RS Would you like to have 

‘4 your letterheads included 
in the new RISING “New 
Letterheads of the Season” 
...send us your samples 
for our “Letterhead Jury” 
to review. 





Rising Paper Co., Housatonic, Mass. 
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essential for others, like Sunshine 
Biscuit’s containers for Krispy 
crackers. Kellogg’s corn flakes are 
packed in inner bags of waxed or 
laminated glassine that help the out- 
er cartons of paperboard protect. 
Flour mixes use similar protective 
packaging means. 

Bags used for coffee-packing have 
a greaseproof inner wall, providing 
both moisture and grease-resistant 
qualities. Glassine wrappings for 
candy bars may be plain, waxed, 
lacquered or laminated, depending 
upon individual protective require- 
ments. Doughnuts, sweet rolls and 
other fresh bakery products are 
packaged in cartons with liners of 
greaseproof or waxed glassine pa- 
pers. Grease-penetration is pre- 
vented; and the wax laminant is an 
effective barrier against moisture 
loss. 

The list of actual applications of 
greaseproof and glassine papers is 
long and daily grows longer. Glassine 
serves as excellent packing material 
for exponents of “unit” packaging. 
For instance, a pound of a product 
is inner-wrapped in two, three or 
four units. Individual units can be 
opened one at a time. Nabisco’s Pre- 
mium crackers are “unit” packed 
today. Quarter-pound slabs of but- 
ter are packed four to a box. The 
protective tight wraps are grease- 
proof parchment, highly wet-strength 
and non-toxic. 
>Because of lower costs, lighter 
weights and ease of handling, paper 
bags are increasingly replacing cans 
and drums and even barrels. Glassine 
or greaseproof papers are used for 
multi-wall bags to hold bulky com- 
modities weighing as much as 50 or 
more pounds. 

There is no end to the number of 
package accessories that require 
glassine and greaseproof papers: de- 
scriptive and directional labels, layer 
dividers, fluted cups, shockproof in- 
sulators, to name a few. Many of 
these items are printed. 

Ingenuity is the keynote of pack- 
aging with glassine and greaseproof. 
The outer-wrap of the handy purse- 
size package of Kleenex tissues is 
lacquer-coated glassine. Special pa- 
per characteristics assure complete 
sanitation, and keep the package in 
crisp shape until the last tissue is 
dispensed. Lacquer-coating is the 
added ingredient of ingenuity. Little 
coated glassine labels covering spouts 
of salt containers are clever gadgets. 
They carry directions for opening 
and seal out moisture. They cling 
securely by heat sealing, yet peel off 
easily and cleanly. The taut mem- 
brane of laminated glassine stretched 
like a drumhead across mouths of 
instant coffee jars provides both 
grease and moisture protection. 





>Sterilized gauze and adhesive 
bandages are sterilized after pack- 
aging to eliminate any previous con- 
tamination. Packages must maintain 
their sterility; the density of vege- 
table parchment and glassine repels 
the invasion of germs. Wet-strength 
and non-toxic greaseproof vegetable 
parchment covers ice cream and milk 
in large cans, because these papers 
withstand nearness to fats and their 
high liquid moisture content. A cer- 
tain brand of packaged prunes de- 
rivesitsp  .e-tickling, tender good- 
ness from its inner-carton wrap. 
This tenderness is achieved by extra 
high moisture content. To prevent 
evaporation and toughening, the 
prunes are protected by special 
three-ply structures of wax-lami- 
nated glassine. 

The Edgeworth tobacco pouch rep- 
resents two plies of opaque glassine 
and one of acetate. Closed by heat 
seal, this package is moistureproof, 
yet easy to open. Moreover, it is 
light and strong and pliable. 

Dessert powders require four-way 
protection: moisture-proofness pre- 
venting “caking”; air-tightness pre- 
venting loss of volatile flavoring in- 
gredients; greaseproofness to retain 
fatty components and burst-proof- 
ness preventing sifting. Laminated 
glassines are used for this heavy- 
duty pack. 


> Housewives welcome recipes, pre- 
mium coupons and advertising fold- 
ers packed with the product. Opaque 
glassines and vegetable parchments 
are musts for these printed pieces. 
The qualities of the greaseproofing 
protect the paper against staining by 
the products’ shortening ingredients. 

Kodachrome transparencies are 
protected against scratching, dust 
and dirt by wrappers of glassines. 
Extremely volatile insecticides are 
subject to evaporation and loss of 
weight. Now they are protected by 
new paperboard canisters lined with 
laminated, gas-impervious glassine. 
High-finished waxed glassine and 
decorated vegetable parchment keep 
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fresh-cut flowers fresher longer. 
Stalks of celery are dolled-up with 
vegetable parchment and grease- 
proof panties. Glassine covers shoe 
polish in cans, protecting the mate- 
rial from loss of oils and solvents and 
keeping it soft and spreadable. 


> Glassine, vegetable parchment and 
greaseproof papers are printed by 
letterpress from vegetable oil base 
inks, or from pigmented aniline inks 
(flexographic printing using rubber 
plates), by lithography and by roto- 
gravure. By flexographic and roto- 
gravure, glassine and greaseproof 
papers are delivered in printed rolls 
for use on wrapping, bag-making or 
other converting machinery. Each 
process has its specialized place in 
the decoration of special-purpose 
packages. 

The special qualities of these pa- 
pers necessitate special printing 
techniques. Glassine, waxed glassine, 
lacquered glassine and greaseproof 
papers are far less absorbent than 
ordinary papers and require inks 
formulated to meet that condition. 
Using proper inks, seasoned printers 
of package inserts experience no 
difficulty in processing these papers. 
Net results are usually very satis- 
factory, performrnce-wise and ap- 
pearance-wise. The smooth, hard 
surfaces with their high degree of 
brilliance and _ glossiness provide 
perfect backgrounds for attractive 
designs. 44 


New Twist—Heinn Puts 
Letter Outside Envelope 


Instead of inserting a form letter 
into a 9x12” envelope along with 
other enclosures, Heinn Co. (Mil- 
waukee) reproduces a miniature 
business letter on the envelope itself. 
The miniature letterhead appears on 





the envelope to the left of an all- 
white name and address space. 

Printed in two colors, the envelope 
is a carrier for a copyrighted booklet 
and selector sheet to aid in planning 
catalogs, manuals, price lists and 
other presentations. 

The new envelope does not violate 
existing postal rules, according to 
the Heinn company. An envelope 
with contents is available from The 
Heinn Co., 326 W. Florida St., Mil- 
waukee 4. 44¢ 
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The creating of an effective sales catalog represents a major challenge 
to your selling and advertising personnel. 

You will realize the maximum results from your investment of time, 
talent and money if you use this new S. D. Warren textbook in coopera- 
tion with your printer. The book is available to catalog planners without 
cost or obligation. Since the edition is limited, we must ask that you send 
your request on your company letterhead. 


NOTHING APPROACHES ‘‘THE SALES CATALOG’ FOR COMPREHENSIVENESS 


To our knowledge, this Warren textbook is the only one in existence 
that treats the whole subject of catalog planning, creation and distribu- 
tion thoroughly and practically. Step-by-step directions and suggestions, 
plus 62 instructive exhibits taken from the current field of successful 
catalogs, make this textbook a valuable guide for present and future use. 

To comprehend the breadth and depth of the subject-matter in “The 
Sales Catalog,” study this condensed outline of its contents: 


CHECK LIST AND INDEX 
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Function of your Sales Catalog 


formation 


— on one page; on double-page 
unit; on sequence of pages. 
Sectionalizing the catalog. 


Plan for Convenient and Easy 
Reference 


— Adequate indexing. 


garding Your Products and 
Services 





— Format, layout, color, bind- 
ing. 
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MONSEN TRANS-ADHESIVE IMPRESSIONS ® are precision proofs 
of your copy on tough acetate, backed with a clear adhesive. Every detail is reproduced CLEAN AND SHARP. 
A TINY SYMBOL OR AN ENTIRE PAGE of type can be quickly placed in exact position. Burnish it gently and it becomes a 
permanent part of your artwork. Monsen Trans-Adhesive Impressions REPRODUCE PERFECTLY. Ideal for 
ADVERTISEMENTS, LITERATURE, CHARTS ... for applying all kinds of typographic detail. They are the 
ultimate for comprehensive visuals of all kinds, such as LABELS, PACKAGES, LAYOUTS. They are available in 
BLACK, WHITE OR COLORED INKS on clear or Opaque white or colored backgrounds. SEND TODAY for full information 


about this big time and money saver. No obligation. Ask about our new “TYPOGRAPHY BY MAIL" KIT. 
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AR introduces a series of periodic 
reviews of trends in advertising 
typography with a special discus- 
sion on just what such trends mean 


to the adman. 


By A. Raymond Hopper 


Trends in typography are fascinat- 
ing. They give the human mind a 
vast range for speculating what they 
are, what they mean, what caused 
them, and what to do with them. 
They have been the inspiration for 
countless theories on the laws gov- 
erning them .. . and it is barely pos- 
sible that some one of these theories 
might even occasionally be true. 


A leading light once told a class in 
typography, “Crazes go by opposites. 
There are many indications which 
now point to the probability that the 
pendulum is about to swing to the 
other extreme.” Well, if you start by 
calling a trend in typographic taste 
a “craze,” I suppose any sort of folly 
can be used to explain it. Unfortu- 
nately for his logic, this man was 
speaking in 1933-34; the type style 
the pendulum was pointing to then 
was the sans serifs; he was predict- 
ing that it was about to swing to “the 
other extreme,” which, to be specific, 
was a certain square serif face his 
company was then promoting, and 


which, if denuded of those serifs, was 
the spitting image of the then most 
popular sans serif; and, though 
square serifs did make the grade and 
become very popular, I haven’t no- 
ticed during the intervening 22 years 
that sans serifs have exactly disap- 
peared. 


> Now, it is indisputable that there 
have been many trends in type over 
the last, say, 50 years. But so there 
were for the previous 450 years, and 
frequently for the same or similar 
reasons. Someone created a new type 
design and sold it, because type 
founders and printers both like to 
have a novelty to sell, much as pres- 
ent-day car manufacturers do. 
(What dictates their trend?) 


In all type history after the first 
two or three centuries, commerce, 
increased trade, has been the main 
motivating force in starting new type 
trends. Most type users today work 
on the assumption that the type 
presently in style will... or will not 

. “sell more of my company’s or 
clients’ goods than if we set our ads 
in a startlingly different type.” But 
for the first 300 years or so, type 
design was becoming perfected (or 
that was what the designer was aim- 
ing at) and radical changes did not 
come every other day. Of course, the 
new design had to be liked by enough 
users, but at no time then were there 
many producers at any given period, 
and the problems of modern adver- 





tising techniques were all in the 
future. 

Garamond believed he was im- 
proving on Jenson and Aldus; Caslon 
over the Dutch founders before him; 
Baskerville frankly boasted that that 
was what he was doing to Caslon, 
though he failed to start any notable 
trend. Bodoni did, but it was less 
because of his type designs than the 
way he used type. He admittedly 
aimed at an opulent manner. He 
played up to the rich and noble, and 
in so doing, touched a chord in hu- 
man nature. If we cannot all be rich, 
we can at least act as if we were. So 
printers tried to emulate Bodoni, 
without really knowing what he did. 
Inevitably they succeeded only in 
degrading typography. It was a 
downward trend that progressed 
backwards until Caslon briefly 
stemmed it. 


Then pandemonium broke loose, 
until in protest William Morris, not 
too successfully, tried to go back to 
1470 for sounder inspiration, and his 
imitators over here expressed their 
approval by the rage for Bookman 
and its kind. 


> All of this wasn’t because a public 
was clamoring for any of these faces; 
publics don’t make trends. The faces 
were different from what the public 
had become tired of, and therefore 
attractive and acceptably refreshing. 
Modern Roman was something new; 
then the oldstyles were so old that a 
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later generation thought they were 
new ... like the Napoleonic rage for 
Pompeian art no one had ever given 
a hoot for except for an eruption. 
Probably no trend ever was so 
widespread or persisted so long as 
the Cheltenham vogue. All the art 
the designer Goodhue created in 
Cheltenham the founders squeezed 
out. Yet as late as 1926, Stanley 
Morison, in England, was writing of 
Cheltenham as “America’s most pes- 
tiferous contribution to typography.” 
Both there and here, it was printers 
principally who kept the face alive; 
it “wore down to the nick” and com- 
posed with great economy of space, 
and it came in such a prolific “fam- 
ily” that it served every purpose. 
This wasn’t the first time that «Leer 
utility and economics ruled a trend; 
the world’s first italic was designed 
strictly for its compact set. The Al- 
dine Italic was and is probably one 
of the least easily read of all types. 


>In all of the above, I am not being 
at all cynical. There have been vari- 
ous reasons for trends, and most of 
them were purely commercial. Pub- 
lic liking for a typeface is probably 
the last reason on earth why it is 
likely to start a trend. But since the 
turn of the present century, other 
reasons than those already men- 
tioned have caused the several dif- 
ferent trends in types. Principally 
and fundamentally, the rapid growth 
of advertising gave more importance 
to competition among typefaces. 
Also, some advertisers always played 
“follow the leader,” while more self- 
reliant souls figured that success in 
advertising went with originality ... 
or at least something other than what 
everyone else was doing. 

And, indeed, that brings us smack 
up against the question, once you’ve 
nailed down a trend, what are you 
going to do with it; follow it or may- 
be start a new one? Right there I 
bow out. I'll point out the facts, but 
the part they play in your advertis- 
ing strategy must be yours to decide. 
In order that you may run either 
way, however, it is essential that you 
constantly keep your finger on the 
typographic pulse . . . or have some- 
one else do it for you. A trend is 
never a short-time swing, though 
any short-time swing may turn into 
a trend. Only constant observation 
and evaluation can guide you. 


> Early in the 1900’s, American Type 
Founders’ type director, Morris Ben- 
ton, cut a new design called Bodoni. 
As a revival of the original Bodoni 
types of a century before it left much 
to be desired, but it did have the 
spirit of Giambattista Bodoni, and it 
hit the public right when they were 
pretty tired of the colorless faces 
then occupying the advertising stage. 


If you'll look back to the Adlers, 
McFarlands, Bewicks, and others of 
those days, you'll agree it shouldn't 
have been too hard to jolt the pub- 
lic’s affection for them loose with 
almost anything good. And Bodoni 
was good! And still is. The present 
vogue for Bodoni, perhaps for that 
reason, is not much less than it got 
to be around 1910-15. 


But by then Mr. Benton was deeply 
bitten by the revival bug, and ATF 
brought out his Cloister. That’s 
where he really went to town. Of all 
type designers who have gone back 
for inspiration to the type Jenson, in 
1470, used in his Eusebius, Benton 
made in Cloister not so much an in- 
terpretation as a replica. And, for- 
getting all the money it had put into 
promoting the modern face, Bodoni, 
ATF gave the new oldstyle Cloister 
an advertising push that briefly made 
it the face of the day.. At the same 
time it spread around more knowl- 
edge of type history than the printing 
and advertising crafts had perhaps 
ever before known. 

All of which made an excellent 
backdrop against which the next 
typographic star could make its rise. 
Not that a single typeface, shining 
ever so brilliantly, necessarily con- 
stitutes a trend. But when every 
Tom, Dick, and Harry has gone crazy 
over blacker’n-hell modern Romans, 
and they suddenly turn and make 
love to a revival of the oldest of the 
oldstyles, one begins to do more than 
smell wood smoldering. 


> Fred Goudy had already done no- 
table things with type. True, none 
of them had set anything ablaze. 
Kennerley and Forum came out in 
1911, distinctly oldstyles of classic 
form. Then his Goudys began to ap- 
pear in 1915, right on the heels of 
Cloister, and ATF again began com- 
peting with itself .. . and very suc- 
cessfully. For the new trend was not 
for Goudy or Cloister alone, but for 
any good oldstyle. Even the nearly 
extinct Caslon revived for quite a 
while. The Bodoni, so popular just 
preceding the 20’s, was for a time 
eclipsed by oldstyles, just as the 19th 
century Bodonis were by Caslon fol- 
lowing 1844. 

But all of these latter-day trends 
owe much if not most of their vitality 
to the advertising presentations and 
pressure ATF kept behind them. And 
that, in turn, was very educational 
as well as promotional, as can be 
seen by the elaborate brochures in 
their behalf ATF then published. 
Don’t misunderstand me; the trend 
typefaces were excellent and sound, 
and there had to be a strong accept- 
ance on the part of the public, as 
with all trends of any nature. But 
good advertising, rather than the 








TYPE TIPS BY LINOTYPE 


WE WERE LOOKING OVER a recent 
issue of Colliers’ magazine about the 
time we were preparing this page on 
Times Roman. Third most popular 
face for advertising turned out to be 
Times Roman—same face as Col- 
liers’ text, incidentally. That’s not a 
bad showing among all the faces, old 
and new, available today. 

Then a brochure popped up out 
of nowhere announcing the “Fifty 
Books of the Year’ That is, the fifty 
best in terms of good design and 
craftsmanship in manufacture. The 
brochure was put out by the Ameri- 
can Institute of Graphic Arts. And 
lo! Times Roman again in five out 
of fifty! And there were only two 
other type faces of the 25 used that 
appeared more often than did our 
popular Times Roman. 

The subject matter of the books 
that used Times Roman is interest- 
ing. It ranged from “Lyric Poetry of 
the Italian Renaissance” . . . a very 
dressy, stylized book . . . to “Surgical 
Technigrams; a manual for those 
studying medicine. There probably 
isn’t a better testimonial to Times 
Roman’s versatility, utility and good 
color than that. 


Good News! 


With Times Roman so popular, 
Linotype has decided to make it even 





more versatile. We're preparing two 
additional sizes. They’re not com- 
pleted yet (please, no pushing in line). 
The two new sizes will be 18 point 
and 24 point and they’re the answer 


TR TR 


18 point Times Roman with Bold 


TRITR 


24 point Times Roman with Bold 





for the art director or the printer who 
wants to set large type in considerable 
volume for sales presentations, dealer 
presentations and the like. 


Popularity Reasons... 


There are many good reasons why 
Times Roman has become one of the 


Bodoni Times Roman 
(Enlarged from 10 point) 


most useful contemporary type faces 
for almost every reading purpose. 

The masculine simplicity and di- 
rectness of Times Roman letter struc- 
ture is apparent at a glance. The first 
thing you notice is the serifs. The 
usual foot serif has been eliminated 
and the top serif has been stream- 
lined. The thin lines (hairlines) of the 
letter are heavier. And the weight of 
the curves is concentrated at the top 
right and bottom left of the letter. 
With other type faces, it is these hair- 
lines and curves that usually slow 
down the eye action. But not in the 
case of Times Roman. The letters are 
easier to recognize and the eye moves 
along with less effort. 


No Printing Problems 

One of the biggest advantages of 
Times Roman is that it offers the vis- 
ual equivalent of a larger size. And 
because Times Roman is a close fit- 
ting, slightly condensed face, your 
space goes further. No printing prob- 
lems either. With letterpress, offset, 
gravure, you'll get splendid results 
every time. And you'll get the econ- 
omy of Linotype composition as well. 

Sizes? Linotype Times Roman is 
available in sizes from 5% to 14 
point, in combination with Italic and 
small caps, and in the same sizes in 
bold face. (Don’t forget the 18 and 24 
point sizes which are in production.) 

Incidentally, we have a handy 
specimen book that shows you how 
Times Roman looks in any of the 
sizes. Get a copy for yourself. Drop 
us a line and we'll put one in the mails 
for you right away. 


Mergenthaler Linotype Company, 29 Ryerson Street, Brooklyn 5, N.Y. ¢ LINOTYPE - 


Set in Linotype Times Roman and Spartan families 


Agencies: Atlanta, Boston, Chicago, Cleveland, Dallas, Los Angeles, New York, San Francisco. In Canada: Canadian Linotype, Limited, Toronto, Ontario 
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heritage of Science 


J printer and an attorney were among the first Ameri- 
cans to encourage scientific methods in farming. Both 
Benjamin Franklin and Thomas Jefferson turned their 
ingenious minds to improvements in agricultural methods. 
These two men, who worked together in shaping the 
Declaration of Independence, saw that scientific data and 
technology were vital to the future expansion of the 
nation’s farm production. 


The heritage of scientific research is a continuous factor in 
the advancement of farming and every other American 
productive enterprise. In modern papermaking, for ex- 
ample, scientific knowledge is the foundation of progress. 
The laboratories of West Virginia Pulp and Paper Company 
are constantly engaged in technological research and de- 
velopment studies which involve chemistry, engineering, 
physics and many related sciences. 


Much of this modern research effort is directed to the 
practical paper requirements of printers who employ 
different techniques under widely varying pressroom con- 
ditions. When combined with the know-how of experi- 
enced craftsmen who have been making paper for decades, 
these laboratory achievements contribute much to the 
superior printing qualities of Westvaco fine papers. 


This is one of the reasons why printers and advertisers can 
depend on Westvaco fine papers to perform with distinction 
in letterpress, offset and gravure methods. 


The application of printed ideas to fine papers is dramat- 
ically presented in Westvaco Inspirations for Printers, 
Number 201. This free publication provides factual 
evidence of how successful advertisers are using graphic 
salesmanship to best advantage. You can get this issue 
by phoning or writing to your nearest Westvaco dis- 
tributor, or to any Company address listed on this page. 


Cover Artist 


John P. Wheat was born in New York City in 1920, and was reared in 
Connecticut. He studied at the Yale School of Fine Arts and has specialized 
in winter scenes, back country landscapes, old barns and farmhouses. His 
work has won many awards, among them the Julius Halgarten Prize in the 
National Academy of Design in 1949 and 1952. For three years he instructed 
in painting, drawing and composition at the Whitney School of Art, and 
now teaches at the Silvermine Guild of Artists, Summer Watercolor Classes. 


230 Park Avenue, New York 17 
$6 East Wacker Drive, Chicago ! 


603 Market Street, San Francisco 5 


West Virginia Pulp and Paper Company 
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. Like to see smaller bills 







- for large type composition? 





You can save important money on typesetting that 





requires type sizes larger than those available in metal. 





With Warwick Fotosetter composition, type is 






automatically composed by a method that is universally 





recognized as the fastest method of typesetting. It is then 





blown up photographically, producing without retouching, 





the sharpest, cleanest reproduction you have ever seen. 






Is it any wonder that we-can promise a substantial 





saving over the old method of blowing up reproduction 





proofs of type that are invariably fuzzy and require, 





in many cases, hours of retouching? 






Want proof? Then send for our latest book, 





“Photographic Typesetting”, which contains many examples 





of this nature besides a comprehensive showing of text types 





and other photographic services available at Warwick. 













WARWICK TYPOGRAPHERS inc. 







Dept F-32 * 920 Washington Ave. « CEntrai 11-9210 « St. Louis 1, Mo. 





Warwick Serves Clients 
in 40 States, Canada, 
Mexico and Cuba. 
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$ 8 8 To start getting your share of 





Advertising 
Requirements’ 





sales power in the $3 billion 
advertising-production-merchandising 


market, call your AR representative today. 
Advertising Requirements, 200 E. Illinois St., Chicago 
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public’s or printers’ good taste, won 
the day. 

Then the discarded experiments 
of the modern art movement in Eu- 
rope during the middle 20’s resulted 
in a spurious stampede here. Not 
only did the Bodonis come back with 
a rush, bringing Ultra Bodoni, 
Sphinx, Stygian Black, Nubian, and 
others in their train, together with 
12 and 24-pt. black rules to fill up 
any vacant space in an advertise- 
ment, but the printing and advertis- 
ing world became reeling drunk on 
black ink. The consequent revulsion 
and return to typographic sanity 
ushered in the sans serifs. But our 
primary use of them, with even an 
overabundance of white space, was 
too transcendental (and too expen- 
sive in line rates) to last. The sans 
serifs have remained, though by now 
we have forgotten or scrapped all 
we then learned of their proper use. 
They have now become, generally, 
just a handy type to save thinking, 
no longer a trend but merely a 
staple. 


> However, to those who can read 
it, this history had its lessons. Art 
and sound design often figured in 
these trends. But they had little or 
nothing to do with making them. 
Other types as good and beautiful as 
those which became stars (or com- 
ets!) never made much stir. In fact, 
few faces of themselves ever started 
or achieved a trend—a style of type, 
yes, like sans serifs, square serifs, 
modern romans, classic oldstyles, 
something so unusual as to grip the 
public imagination for a long or short 
period. Generally, some mood of the 
public mind was essential; the idea 
of modernity (real or false), a re- 
vival of classic type forms, the “form 
follows function” shibboleth of all 
modern art movements of the 20’s in- 
cluding the architectural that intro- 
duced the later square serifs .. . or 
the rigidity and strain, not to say 
downright fear, of the international 
tensions of today, resulting in an al- 
most neurotic deluge of the old time 
Gothics for any and every occasion. 
The pendulum swings, but not from 
one end to the other of a fixed arc. 
It is rather like a flail, lashing out 
first in one direction, then another. 

A genuine typographic trend (not 
a mere overnight philandering) is 
generally of slow growth and beyond 
valid prediction. All one can do is 
watch and wait. Obviously, a trend 
is formed by those who play “follow 
the leader.” And those who refuse to 
follow the present leader, and inten- 
tionally do something else, may at 
any moment start things off at a 
tangent in almost any direction. 44 








By Jacques Schier 

Sales Promotion Manager 
Jacques Kreisler Mfg. Corp. 
North Bergen, New Jersey 


The display program of Jacques 
Kreisler is based on a complete and 
continuous study of the jewelry store 
and its merchandising problems. Ev- 
ery three months a personal survey 
of a group of stores is conducted to 
determine what would help them to 
better sell both watchbands and 
men’s jewelry. This survey takes in 
a complete cross section of all types 
of jewelry stores, both credit and 
regular. 

The stores are examined very 
thoroughly to determine the best 
locations in the average store for the 
ultimate pay-off in increased sales. 

To this survey are added the opin- 
ions made by a good group of Kreis- 
ler salesmen who are key men in the 
field. These men have been trained 
to look for certain results and also 
trends in displaying merchandise. 


> The space in each crowded store is 
the battleground of intensive com- 
petition for a great many jewelry 
manufacturers. In some cases, they 
spend between $15 and $30 to try and 
capture a small part of a window. 


for 





The average life span of most jew- 
elry displays is short, possibly three 
to four months. The average jeweler 
continues to receive dozens of dis- 
plays each month and takes advan- 
tage of this profuse supply. He 
changes his displays continually. 

After deciding to aim a particular 
unit at a certain part of the store to 
increase Kreisler sales, we proceed 
to outline the basic design to several 
display manufaciurers. These manu- 
facturers have been inculcated over 
a long period of time with the Kreis- 
ler approach. 


>Constantly, we have sought new 
creative ideas to make our displays 
outstanding and different. Basically, 
our units require the velvet touch. 
We feel that the consumer still con- 
siders his local jewelry store his 
Tiffany. A beautiful piece of Kreis- 
ler jewelry demands a luxurious 
setting and in his imagination we 
believe one complements the other. 

We keep Kreisler displays styled 
up-to-date, in order to harmonize 
with the modern settings and fur- 
nishings of many smart jewelry 
stores. In order to precipitate im- 
pulse buying, it is quite essential to 
get the most intriguing displays 
possible. 


Merchandising 
Showmanship 


Gets Play 


Kreisler 


Displays 


Complete and continuous study of the 

jewelry store and its merchandising 
problems has spelled success for the 
display program of Jacques Kreisler. 


>Just such a display was created 
for Kreisler watchbands two years 
ago. This unit, first known as the 
“Floating Pyramid,” displayed 
watchbands and captured the most 
advantageous place in the jeweler’s 
window. It proved so successful that 
it is still in use. When it was first 
viewed by passing traffic, it attracted 
a great deal of attention, for the dis- 
play itself seemed to be floating in 
air, without any visible means of 
support. 

This was accomplished by sus- 
pending the unit from the ceiling in 
the window. A clock motor was at- 
tached to the ceiling and a special 
bearing rotated a black nylon cord 
from which the display was sus- 
pendec. Since in most cases the mo- 
tor was out of sight, the black nylon 
cord was virtually invisible, and the 
unit did indeed seem to float. 

The original Kreisler watchband 
“Floating Pyramid” was finished in 
the most beautiful and expensive 
velvet. Since its first appearance, it 
has been twice replaced by newe1 
and even more attractive units. In 
sequence, we have offered the 
“Floating Crown” and “Whirl’n 
Glitter” displays. 


>To date, several thousand of these 
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units have been installed in jewelers’ 
windows throughout the country. By 
bringing out more attractive new 
units at regular intervals, we have 
continued to retain a most important 
display position. 

These units are offered to the jew- 
elers with the purchase of a series 
of watchbands, which we attach to 
the display. This display package ar- 
rives already set up with the mer- 
chandise in position. The jeweler has 
only to attach the motor to the ceiling 
and plug in the electric cord. 

This unit fulfills a manifold pur- 
pose. It initially sells our product to 
the jeweler. It also attracts consumer 
traffic to his window. It is, there- 
fore, not surprising that it continues 
to achieve priority position in the 
jeweler’s window. It is certainly a 
display that has sold a good percent- 
age of Kreisler watchbands. 


> Determined to convince the jew- 
eler that more space inside his store 
should be devoted to the display of 
watchbands, we created an attractive 
showcase that utilized glowing light, 
glass and expensive wood finishes to 
display 66 watchbands. The rear of 
this case contained a storage unit 
which had watchbands at finger-tip 
accessibility. 
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Kreisler Department . 
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A jewelry clerk, in selecting a 
band of the proper color and size, 
normally spends valuable time 
searching through his extensive stock 
—but not with the system set up in 
this case. 

Our salesmen are supplied with a 
sales pitch to make the jeweler real- 
ize that the space devoted to the 
showing of this merchandise pays 
off in handsome profits. The show- 
case is supplied to the jeweler at a 
very low cost. He has only to pur- 
chase a small selection of watch- 
bands and the case is his. We supply 
trays and display pads for him and 
all he has to do is trim the case with 
merchandise. This case establishes a 
“Kreisler Watchband Department” 
in his store, and the gain is there- 
fore mutual. 


>Naturally, these displays are 
backed up by our desire to see the 
jeweler profit. Therefore, we con- 
tinually supply him with new display 
pads for his showcase to keep it 
looking attractive. 

This has proven a most successful 
display device. More and more jew- 
elers are now devoting space to this 
unit and increasing their watchband 
sales. It has been accepted and 
placed in countless stores and is 


Sie AN x 


CRS 


" 


. . Using the showcase supplied by Kreisler at low cost with a 


selection of watchbands, a jeweler can establish a ‘’Kreisler Watchband Department.’’ 
Glowing light, glass and expensive wood finishes complement the 66 bands displayed, 
and the rear of the case contains a storage unit with finger-tip accessibility. 
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“Floating Crown” Glittering with 
Kreisler watchbands, this distinctive 
crown attracts the customer's eye. Like 
the earlier ‘‘Floating Pyramid,’’ support 
and movement control are virtually in- 
visible. 


causing many shoppers inside these 
stores to stop and consider the pur- 
chase of a new watchband. Several 
years ago, if a jeweler devoted just 
a part of his showcase to the display 
of this particular product, it was con- 
sidered unusual. 

This display unit is so designed 
that it blends in with almost any 
decor and is supplied in several 
wood finishes. 

Here, at Kreisler, we feel that our 
display job is to find new ways of 
creating jewelry settings to enhance 
the display of our products. 44 


Display Men Upgraded 
At NADI Show Clinic 


Display men were upgraded dur- 
ing the National Assn. of Display 
Industries “Market Place” one-day 
clinic in Chicago. 

It’s true that the upgrading took 
place only among display men, but 
the clinic may have established a 
trend that will prove worth watching. 

The NADI show, which ran from 
Saturday through Tuesday, was pre- 
ceded by a one-day clinic, where 
the upgrading was in evidence. It 
all started with a speech by Bernice 
Fitz-Gibbon of Bernice Fitz-Gibbon 
Inc. (New York), in which she took 
the position that display men are 





“far more important than the adver- 
tising department” and stoutly main- 
tained that “display can do almost 
anything that advertising can do— 
and do it better.” 


> Miss Fitz-Gibbon’s remarks were 
echoed in part by other speakers and 
were avidly seized on by members 
of the audience during a panel dis- 
cussion where display problems were 
aired and discussed by a group of 
experts like Victor Gruen, architect; 
John R. Cooper, Mandel Brothers 
(Chicago); Walter S. Russell, Light- 
ing by Feder (New York), and Ray 
Bianchi, Goldblatt Bros. (Chicago), 
to mention a few. 

As for the show itself, despite the 
Saturday and Sunday opening, which 
displeased some exhibitors, it was 
well-attended, with many out-of- 
town buyers taking advantage of the 
week-end opening. 

Designed as a pre-seasonal pro- 
motion for fall and Christmas buy- 
ing, emphasis in the show was on 
Christmas. Santa Clauses, Christmas 
decorations and ornaments, wood- 
land settings, toys, reindeer, fabrics 
and decorative materials predom- 
inated, although there was consider- 
able emphasis on fall fabrics, display 
materials in general, mannequins— 
both animated and inanimate—and 
printing processes for show cards, 
price tags, etc. 


> Possibly the most interesting ex- 
hibit of the NADI show was not held 
at the show at all. It was the show- 
ing of “Disneyland in Miniature” by 
W. L. Stensgaard & Associates Inc. 
(Chicago) in the Stensgaard plant, 
just a few blocks from the NADI 
show. 

Capitalizing on the great public 
interest in Walt Disney’s fabulous 
Disneyland, scheduled to be opened 
to the public in California this sum- 
mer, the Stensgaard company cre- 
ated and produced major aspects of 
Disneyland in miniature as a Christ- 
mas attraction for retail stores. 

The displays, most of them vac- 
uum formed in the Stensgaard plant, 
covered several thousand square 
feet of floor space, with emphasis 
on the four major divisions of Dis- 
neyland — “Adventureland,” ‘“Fan- 
tasyland,” “Frontierland” and “To- 
morrowland.” Included were a 12’ 
rocket ship miniature from “Tomor- 
rowland,” an animated band that 
included Mickey Mouse playing the 
trumpet and a 5’ Goofy pounding the 
bongo drums, a 4’ Mickey Mouse in 
Davy Crockett costume, an 8’ Dumbo 
elephant carousel, King Arthur and 
his Court, and many others. 

The “Disneyland in Miniature” ex- 
hibits were designed and produced 
in entirety in the Stensgaard plant. 

44 





SANTA CLAUS 
CUTOUTS - DISPLAYS 


Quantity 


FULL FIGURE SANTA CUTOUTS 


This exceptional Santa by Showalter 
of Sundblom, Johnston and White 
Studios, is available in eight sizes. 
Hand is die-cut to receive your 
merchandising card. All are 


equipped with sturdy easels. 


18 SANTA CLAUS CUTOUTS 
ptssorted Sizes 


Right and Left Positions 
(9—8", 4-14", 3-17”, 1-31”, 1-48”) 
& 
6 SANTA CLAUS CUTOUTS 


Assorted Sizes 
$600 


(2—8", 1-17”, 1-20", 1-31", 1-48”) 


Pee LITHOGRAPHERS, INC. 
21 South Ninth St., St. Louis 2, Mo. 
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P-O-P BECOMES 


me Ce 


BY HOLLYWOOD 


You'll blow the ceiling off your 
PreCT eli da 2k eo 
Hollywood Banners. Any size, ‘any 
shape, any color, any quantity 
King-size prestige for pint-size 
TV Te le Ee 


SALES BRAINSTORMS come easy 


when you go through our FREE 


Te OD 


aes 


116 East 32nd Street, New York 16 ef 
Telephone: ORegon 9-4790 





all advertising 
magazines in 
monthly coverage of 


ADVERTISING 


200 EAST ILLINOIS ST. + CHICAGO 11, 
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BAISTOL. COMMECTICNT © 


“Spring’’ Cocktail . . . King-size cocktail glass, made of 2°’ tubing and filled with 


Associated Spring Corp. products, was used as display piece at National Assn. of Pur- 
chasing Agents convention. 


King-Size Spring Cocktail 
ls Unique Display Piece 


spiral-wound like a coil spring from 
14” tubing, and filled with various 
types of precision mechanical springs 
—compression, flat, torsion, exten- 
sion, power and hairsprings — all 
manufactured by the company. 

The display piece, created by Gen- 
eral Exhibits & Displays Corp. (Chi- 
cago), revolved on a pedestal against 
a background of other samples of the 
company’s products. The background 
was designed by Salmon Signs (Bris- 
tol, Conn.). 4< 
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Styrofoam Display Pieces Called Rada-Matic the device op- 
: ; erates on a “motion” principle which 
Shown in Brochure Series 


causes the relay in the unit to turn 
A variety of display pieces, novel- 


on the display apparatus as soon as, 
ties and ornaments made of Styro- 


and for as long as, there is bodily 
s 7 motion in a sensitized area. The size 
foam are described and illustrated ar 
: , of the area can be adjusted for spe- 
in a series of brochures put out by lle aaiitien nie Teena 
; , ; cific uses or locations. 
Nesbit Industries (Chicago). Styro- In addition to lichtin th 
; ; ; : ; a on to li > mov- 
foam is a lightweight plastic material ; ; a 
died smn “tiatan, aimee * ing display automatically—or elec- 
Ta : . tronically—Tele-Rama features a 
Assorted sizes of blocks and discs ” : . 
it Gan: Cental: eee as Dae message-repeating device that tells 
a die aniiiies Aiea osiee the name, department available, 
ee snide ihe ‘ata price or any other pertinent informa- 
a I ’ tion, or can be used to describe the 
Nativity sets; Easter rabbits, eggs, eit) ialteiiae: ian ial ‘ 

, ; roduct, welc e viewer, etc. 
etc.; bridal and graduation display P Sa : 
ploces: snowmets, ‘balla, slars, angela While it is necessary to adjust the 
ete <a of around aa” aden lati unit to “sensitivity,” depending on 

. ~ ~ c - . . . 
sii how close the user wants an individ- 
’ ; F ; ee . ual to approach before the unit is 

or your copy ir SUD on e ‘ a 

Reader's Service Card inside back cover turned on, installation can be done 
by any person familiar with electri- 
cal displays, according to the com- 
pany. 

The entire unit, including a short 
antenna, is contained in a 12x7x4” 
case. Additional details are available. 


A king-size “spring” cocktail was 
used by Associated Spring Corp. 
(Bristol, Conn.) to promote its prod- 
ucts at the “Inform-A-Show,” held 
each year in conjunction with the 
annual convention of the National 
Assn. of Purchasing Agents. 

The king-size “spring” cocktail 
actually was a 4’ high cocktai! glass, 


Electronic Motion Device 
For Displays Described 


Continuous and automatic anima- 
tion of products for display pur- 
poses through the use of a new elec- 
tronic device has been developed by 
Tele-Rama Inc. (New York). 


For your copy circle No. 306 on the 
Reader’s Service Card inside back cover. 








Air-Lite Adds Spring 
To Display Designs 


“Air-Lite,” a new flexible display 
medium, literally adds spring to dis- 
play designs, for it is a soft and light 
material which is springier than 
sponge. With much the appearance 
of fine surgical cotton, it can be cut 
into any desired shape with scissors 
or cutawl, according to information 
from Grace Letter Co. (New York). 

Fire proof, it can be bent, folded 
or crushed — yet it springs back to 
the original shape. It is available in 
thicknesses of %”, 1” and 2”. The 
smallest sheet size is 3x8’ and the 
largest roll size offered is 3x100’. 
Individual letters, snowflakes 
valances are also made. 

Information, price lists and sam- 
ples are available. 


For your copy circle No 
Reader's Service Card insi 


and 


7 on the 
Je back cover 


Plastic Drawers, Trays 
Display Merchandise 


A complete line of plastic trays, 
drawers, boxes and hangers has been 
designed by Henry Hanger & Display 
Fixture Corp. (New York). The 
transparent trays and boxes are built 
in numerous sizes to accommodate 
various items. 

Portable showcase units are made 
with 16, 24 and 32 pull-out drawer 
boxes. Larger models and special 
units will be built to specifications. 
The trays, boxes and drawers each 
have a face plate for labeling. 

Display stands are available for 
wearing apparel frequently kept in 
original boxes or containers. Bro- 
chures on the line give specifications 
of the display units. 
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Variable Speed Display 
Motor Marketed by Firm 


A new combination gear train and 
motor for use on animated displays, 
turntables, etc. has been marketed 
by New England Gear Works 
(Southington, Conn.). Among the 
advantages listed by the company 
for the new model are its quiet op- 
eration and its range of speed—1 rpm 
to 194 rpm. 

The unit operates either clockwise 
or counter clockwise. Its shaded pole 
motor operates on 115-volt A.C., and 
it has die-cast bearing brackets, in- 
ternal cooling fan and self-aligning, 
oil-less bearings. The company says 
that the motor is inexpensive for its 
heavy-duty type. 

A leaflet describing and illustrating 
the unit is available. 
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eT 


LOOKING LOW 


For Some Good Advertising ideas ? 


Why not LOOK ina 


“Creative Uses for 


le kh Tt File” 


... Chances are you'll find 
some there that you can put 


to profitable use right away! 


“Creative Uses for FASSON” con- 


youll find it extremely helpful. 


tains a valuable « on of bul- FASSON self-adhesive papers, foils 
letins and samples which show and films are easily applied without 
and explain many remarkably suc- moisture, heat or glue... and they 


cessful advertising and display 
applications for FASSON self- 


adhesive papers, foils and films... 


stick tightly to any clean smooth 
surface. 


After you have your file of “Crea- 
tive Uses for FASSON”, we'll keep 


sending you more “creative bulle- 


everything from attention-getting 
mailing pieces to specialized prod- 


uct feature labels. We're 





Fo 







178 GREATS 


a a ee 


SPECIALLY DESIGNED DOUBLE - COATED 
PRESSURE SENSITIVE ADHESIVE STRIP — 
eet teal 17 


strong adhesive tack over- 












rya_ small additional 
cost, TWIN-STICK 301 
on the back of easel dis- 
plays allows the display 





comes board warpage. 


@ WRITE FOR LITERATURE 
AND SAMPLES TODAY 






sure tins” you'll find useful. 
——— Mail the coupon today. Nothing to lose, much to gain!~~—~1 
| 
AVERY Paper Company 
260 Chester Street, Painesville, Ohio 
Please rush me ‘Creative Uses for FASSON” | 
| 
Name icicle auninaaiiaianiaeiag ae a 
Company ——— - ita vase | 
| 
Street seine - ‘i is miisiaiaeiniai seas laataiiiiticileaeiiniilanabailiti | 
| 
a eee “ ee nae ONSEN 
ssc i a is ag a ca ce mr aaa \ 
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to be mounted on any 


vertical surface when ADHERES 
counter space is not TO ANY 
available. SURFACE 





Durabl 





RUBBER PRODUCTS CO. 
549 WEST FULTON STREET 
CHICAGO 6, ILLINOIS 
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Metal Parts for Displays 
Available from Universal 


Metal stampings for advertising 
displays and frames are described in 
a folder by Universal Specialties Co. 
(Chicago), which specializes in fab- 
rications for sales promotion items, 
advertising displays and dispensers, 
as well as specialized parts for the 
electronic and aircraft industries. 

The company offers a “raw mate- 
rial to finished product” service, and 
guarantees that all quotations or 
ideas will receive prompt attention. 

A complete shop from the drawing 
board to light and heavy punch 
presses and final assembly is main- 
tained by Universal Specialties, ac- 
cording to the folder. 


For your copy circle No. 310 on the 
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Vinyl Plastic Sheets 
Simulate Brick Wall 


Of interest to display builders, set 
designers, photographers and others 
desiring easily - assembled simu - 
lated brick walls or backgrounds is 
a new do-it-yourself wall covering 
called Decro-Wall and produced by 
National Vacuum Molding Corp. 
(Yonkers, N. Y.). 


or ti 
me 
as 


i 
aa AKS 
VAMC ACL 


Elsie winks her eye 
and moves her mouth. 


* Display designed and produced by Snyder & Black, 
New York City, for the Borden Company. 


THE HANKSCRAFT COMPANY * REEDSBURG, WISCONSIN 


Sales Offices in these principal cities: 


CHICAGO © PHILADELPHIA © MINNEAPOLIS © NEW YORK © DALLAS 
TORONTO (Ontario) © SAN FRANCISCO (Erlach Lee Company) 
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, 4 
Quick Bricks . . . With plastic Decro-Wall, 
a simulated brick wall can be erected 
quickly. A stapler for attaching the plastic 
sheet to the surface is the only tool need- 
ed. 


Decro-Wall is a fire-resistant vinyl 
plastic, molded in sheet form into 
three-dimensional brick and stone 
patterns. It is currently available in 
six surfaces. Sheets retail from 50¢ 
per sq. ft. 

The sheets, measuring 2x4’, can be 
cemented easily to walls, panels, etc., 
for permanent use, or stapled to 
posterboard or temporary fixtures 
for mobile use. Mortar lines are 
flush with wall surfaces when ap- 
plied, and the brick or stone faces 
are raised 4”. 

Further details are available from 
the manufacturer. 
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Display Firm Introduces 
New Flutter Motion Unit 


A new motion unit that creates a 
bouncing, jiggling type of motion in 
displays is described and illustrated 
in a brochure issued by the manu- 
facturer, American Display Co. 
(Dayton, O.). 

The Flutter Display Unit utilizes 
an electro-magnetic principle in pro- 
ducing motion without having any 
movable parts directly connected 
with the unit. The unit fastens to the 
back of a display. A small, light- 
weight magnet is attached to the 
back side of the portion to be in mo- 
tion and hooked or suspended on 
the front of the display. The unit 
has an alternating current coil, which 
produces a “push-pull” magnetism— 
alternately attracting and repelling 
the magnet through the display. 

The folder suggests a number of 
types of motion that the unit can 
create—tap dancing, clothes flutter- 
ing on a line, race horses running, 
bells jingling and words that bounce 
up and down. 

The unit operates on 110 volts, 
A.C,. and according to the company 
costs no more than a few cents per 
month to operate. 
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HANKSCRAFT 
DISPLAY MOTORS 
SELL MORE 


PRODUCTS * 


Flirtatious Elsie, Borden's top sales gal, is 
turning many a customer's head — and 
boosting sales all over the country. You'll 
find many famous names in action with 
Hankscraft display motors, because motion 
moves merchandise. Low-cost, trouble-free 
Hankscraft motors operate for weeks with- 
out attention — and on ordinary flash- 
light batteries. 


THE HANKSCRAFT COMPANY, Dept. AR-8 
REEDSBURG, WISCONSIN 


NAME........... 


Please send me FREE manval on Hankscraft Display Motors. 


ee ciscnctpcssitevioncsnicsthininesiitieinetintiniinsatainiciinnein 


STREET ADDRESS 


soe ZONE.......... STATE 
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AR conducted a 


special survey of advertisers and agencies to determine 


what factors are most important in the purchase of films for television. 


The extraordinary growth of tele- 
vision in a relatively short period, 
which has had no parallel in any 
other branch of advertising, has been 
marked by a sharp up-swing in the 
use of films. 

This is especially true of commer - 
cials, in which the advertiser desires 
to present his story with the exact 
shading and emphasis which have 
proved most effective in field selling. 
The use of films enables the sponsor 
to achieve maximum results at any 
time of day or night, over a single 
station or a transcontinental net- 
work, without supervision—a “plus” 
which could not be achieved by any 
other means. 

The pyramiding demand for films, 
however, has created serious prob- 
lems for all concerned. The industry 
is so new and so busy that standards 


vary widely even in the same parts 
of the country. 


>To point up some of these con- 
trasts and the viewpoint of adver- 
tisers and agencies, AR formulated a 
list of 25 questions which was pre- 
sented to national advertisers and 
agencies which have been active in 
tv in the last six months. Replies 
numbered 54 from agencies and 35 
from advertisers, a return of 89, or 


about 10%. Included are the largest 
tv advertisers in the U. S. and agen- 
cies which in the aggregate place 
more than one-half of tv advertising. 

When returns indicated that ad- 
vertisers and agencies were in agree- 
ment on salient points, the replies 
were consolidated. 


How Advertisers and Agencies 
Buy TV Films 


1. Are you interested in the finan- 
cial responsibility of producer and 
his ability to finance his production 
without assistance from agency and 
advertisers? 


e No. Oyo pct cn sence 5 


Total replying : : aa 


2. Do you plan specifically as to the 
number of programs to be produced? 
. 80 

Tetal replying ........................... & 


3. Are you able to contract for a spe- 
cific number of films, such as 13, 26, 
39 or 52? 


eo Yes «..... Sapa carne oti ee 
©. INO. ...---.<.0:--. ao ~~ Se 


e Sometimes 
Total replying 


Typical comments: 


e “Not enough good shows available 
for 13 weeks plus.” 


e “We contract for a minimum of 
a. 


e “Would like 52 without repeats.” 
e “Most clients prefer not to buy 
syndicated film programs on 52-time 
firm contracts.” 


4. Do you expect the film producer 
to be able to offer complete series in 
terms of stories, as well as basic 
format and pilot films? 


e Advertisers: 
mes 2252 
PM 
Total replying 
Agencies: 

Tes  ...... 
No 
Total replying 


Typical advertisers’ comments: 


e “In most cases, at least a dozen 
story lines are necessary to judge 
the value of a property.” 


e “Not necessary on commercials, 
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but for program films we definitely 
want to see more than a pilot film 
because we have been let down fre- 
quently in the past.” 

e “Not at first, but well in advance 
of shooting dates.” 

e “We prepare scripts.” 


Typical agencies’ comments: 


e “A certain number of scripts to 
show ability to continue is desirable.” 
e “Not always necessary if show has 
obvious continuity values.” 

e “If client buys series, he should be 
acquainted with stories, scripts, etc.” 
e “Series as a whole frequently be- 
low quality of pilot film.” 

e “If these requirements were 
standard, some of the smaller pro- 
ducers would be closed out.” 

e “Too many producers invest in a 
pilot film with the hope they can 
carry on from there.” 


5. Do you expect film producer to 

provide adequate evidence of crea- 

tive and productive facilities and 

personnel? 

e Yes .- 83 

e No Seseuiban= a 
Total replying ... 88 


6. Do you ask for information re- 
garding previous record of success 
by producer? 
e Yes 
e No eae 

Total replying . 


7. How important is price in the 
placing of a contract for television 
films? 
e Of major importance ..... 
e Secondary to quality................. 19 
e Has to meet budget require- 
WAMNIE wecisscctcccsaces dh Sicetnnsscticblecetaion atid 7 
Must be based on film costs 
and technical quality 
Important, but not paramount 2 
Depends on marketing problem 2 
Most important in terms of cost 
per 1,000 viewers 


e Important because asking 
prices vary all over lot 

e Not primary—cheapness us- 
ually means poor work. 

@ Depends on type—star vs. 
work-horse variety .. si 
Total replying ....... oubiimndal Ua 


8. Does your television budget allo- 

cate percentages for time, program 

production and commercial produc- 

tion? 

Be SID ccscnciacsnsits — 

3 oe uideahas ... 34 
Total replying -.......... — 


9. Do you expect the producer to 
create the original ideas, including 
jingle, if required, for the film com- 
mercial? 
EPREI ecscitacirss . . 10 
e No LE 
e No, but we welcome ideas 1 
Total replying ... OO 


10. What delivery date do you ex- 
pect of producers for live action and 
animated commercial films? 

e Live, 1 week; animated, 


Live, 2 weeks; animated, 
4 weeks ....... 


2 to 4 weeks 

3 to 5 weeks 
Live, 3 weeks; animated, 
5 weeks . 

4 weeks ........... 

4 to 6 weeks 

Live, 4 weeks; animated, 


Live, 4 weeks; animated, 
8-12 weeks 

4 to 8 weeks... 

5 weeks ............. 

5 to 7 weeks 


6 to 8 weeks 

Live, 6 weeks; animated, 
8-10 weeks 

6 to 10 weeks 


8 to 10 weeks............ aia | 


SLAY 


FOR TEN 


® 8 to 12 weeks fap, 

@ 10 weeks .................. 

e 12 weeks 

@ 12 to 30 weeks . 

e Depends on job — 
Total replying . . 6 


, 


11. Does the location of the pro- 
ducer have any significance in the 
placing of a contract? 
e Advertisers: 
BE icnstsinaeseie 14 
PR decsshen Specesis 20 
Yes, if supervision is required 1 
Total replying .. 
Agencies: 


Yes, if supervision is required 1 
Total replying . ssiecedclinnaai ae 


12. Do you note a trend in favor of 
any specific length of program, such 
as 15-minute, half-hour, or hour 
shows? 
e Yes oo 
Yes, half-hour .. 
Yes, 15-minute . 


Total replying 


13. How much emphasis do you 
place on the name values of actors, 
directors, writers, and producers of 
filmed series? 
e Heavy — 
e Very little jstulescdsssicssh: 
ae 9 
e Much on actors— 

none on others 

Fairly heavy ............... 

Some 

Some, but not prime 

requisite Ae 

Above average ......... 

Star name helps es 

Director important -.................. 

Writer is key man 

We like big names........ 

Actors and writers 

carry weight ..... 

Actor and theme seadcicesamaiats 

Big names helpful at 

start of series 

Experienced personnel 

guarantees good results 

Name value simplifies 


merchandising 


t 
Now get move- Total replying .... 


ment on your TV 
slides for almost 
the same cost as 
still slides. 


nae), |e) 


Send for sample 
reel and descrip- 
tive literature. 


14. Do you require evidence from 
producers of their ability to bring in 
the production at the estimated cost? 
e Yes . eieinsethdaiakes 
ON a itl a . 
e Contract covers this......... 1 

Total replying ........ 83 


1332 S. WABASH CHICAGO ILL. 
357 W. 44th ST., NEW YORK 


15. Do you require producers to 
submit production cost breakdowns, 
showing above and below the line 
cost, with overhead and profit? 
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Tail of a Shirt 

Jim West, tv director for H. W. Kastor 
agency, almost lost his shirt in this 
crazy business. 

Almost, that is. What Jim West really 
lost was his shirt tail. 

Jim was working with Manny Paull, 
art director for Kling Film Productions 
(Chicago), on the production of tv spots 
for P&G’s American Family Detergent. 

Manny Paull was having trouble... 
couldn't find the right kind of fabric for 
an art blow-up to illustrate the Ameri- 
can Family third dimension cleanness 
story. 

In the middle of his complaints, 
Manny spotted the $10 imported basket 
weave shirt that Jim was wearing. 

“Now, something like your shirt would 
do nicely,”” he murmured. 

Without hesitation, Jim grabbed a 
pair of scissors, pulled out his shirt and 
snipped off the tail. 

The fabric was rushed out for photo- 
graphic treatment and the shooting was 
resumed, while Jim West calmly tucked 
in what was left of his shirt tail. 


e No. Saad .... 64 
Total replyi ing . : i ae 


16. Do you prefer to have producers 
quote over-all prices in their bids? 
e Yes 
ee 
Total replying 


17. Do you desire producer to pro- 
vide his own creative facilities in 
writing, film production, sound re- 
cording, optical and animation ef- 
fects, laboratory work? 
e s 
All but writing... . 
All but writing and animation. 
Usually 
BE ikiescicicianpenaien 
Total replying 


18. Do you ask for biographical in- 
formation and credits on previous 
theatrical or tv motion picture pro- 
duction for personnel who might be 
assigned to production, such as cam- 
eraman, film director, art director, 
etc.? 
e es . 31 
e Sometimes . 2 
e On cameraman and film 

director only 1 
e No. . 50 

Total replying ....... ... 84 


19. Would storyboard offered at no 
charge, or talent options held by film 
company, influence choice of pro- 
ducer? 
> i aan 
e No .... , 38 
e Talent would bes 1 
Total replying ........ 79 


20. Are you interested in syndicated 
or spot films? 


21. Are you interested in production 
of color films for tv at this time? 


22. Must there be at least 13 shows 


“in the can” before a series will be 
considered? 
e Advertisers: 


Total replying —............... 
Agencies: 


ee 

Total replying . 
23. Do you believe animation in 
films is too expensive? 

Total replying .. 


24. What do you require as to the 


number of audition prints? 
+. 


Total replying . 


25. Who in your organization par- 
ticipates in final decision regarding 
purchase of story film and commer- 
cials? 
e Advertisers: 
Advertising mgr. 
Advertising mgr. and 
sales mgr. 
Advertising mgr. and president 
Adv. and sales depts., president 
Adv. mgr. and merchandising 
Vice-pres., sales and adv...... 
Adv. and sales depts., 
vice-pres. 
Sales pro. mgr. and sales dept. 
Adv. mgr., acct. exec., pres..... 
Public relations mgr. 
Advertising agency .... seis 
Agency, adv. mgr.. mgr. of tv 
commercials ...... 
Story, management, commer- 
cials, adv. mgr. . a 
Exec. vice-pres., sales mgr... 
President and sales executives 
Commercials, tv mgr.; gel 
grams, pres., adv. mgr., t 
mgr. . 
Total replying 
e Agencies: 
Almost invariably a group deci- 
sion. The account executive and 


television director were the two 
titles most frequently mentioned 
as sitting in at the decisive meet- 
ing. The agency president ranked 
third; copy chiefs, fourth, and 
account supervisors, fifth. 44 


Film Corp. Introduces 
Projected Storyboard 


A service designed for ad agencies 
that want to look at a film commer- 
cial before it goes into production has 
been introduced by Empire Produc- 
tion Corp. (New York). 

Called the “Projected Story- 
board,” the new service amounts to 
a full dress tryout of a commercial 
on sound motion picture film and 
provides an intermediate step be- 
tween the ad agency storyboard and 
the finished production. A _ single 
working day is needed to provide the 
experimental film, according to Em- 
pire Production Corp. 

“Projected Storyboard” is avail- 
able as a complete package, includ- 
ing sound stages, lights, cameras, 
crew, basic sets and creative and 
production assistance. Complete de- 


tails are available from the company. 
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16-Page Booklet Issued 


For Sales Executives 


A 16-page booklet directed “To 
the Executive Concerned with Sales” 
has been released by Taylor and 
Greenough (Wethersfield, Conn.). 
The points singled out for considera- 
tion in the planning oi sales promo- 
tion include: 

e Budgeting advertising and sales 
promotion campaigns. 

e Improving sales in present mar- 
kets and finding new markets. 

e Cooperation with manufacturers’ 
agents, wholesalers, dealers and dis- 
tributors’ salesmen. 

@ Selection of advertising methods 
and media to fit a market. 

e Compilation, rental or purchase of 
a bona fide mailing list of prospects. 
e How to handle the follow-up of 
sales leads. 

e Increasing the efficiency of the 
sales force. 

e Putting the “sell” 
and literature. 

e Testing markets and media and 
evaluation of the results. 

e Improvement of employee and 
public relations. 

e Using free publicity methods. 

e Building product identification 
and remembrance in advertising. 

e Tie in direct mail and publication 
advertising. 


For your copy circle No. 314 on the 
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RESULTS of our program in 


Advertising Requirements * 


...consistently better than we 
ever hoped for...” 








7 as 
Advertising 
- 
Requirements 
* Advertising Requirements — the workbook of over 200 E. ILLINOIS ST CHICAGO 11 
21,000 advertising management executives—the top 
how-to-do-it, where-to-buy-it medium in advertising’s Published By The Publishers of ADVERTISING AGE 
$3 Billion production-promotion-merchandising field. and INDUSTRIAL MARKETING 
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The most economical means of in- 
troducing tonal values into letter- 
press reproduction is through the 
use of mechanical screens. Mechan- 
ical screens are reproduced by the 
line process of photoengraving (dis- 
cussed in “The Line Process”, June 
1954 AR, the second in this series 
of articles). 

The values obtained by this means 
may express a wide variety of flat 
tints, textures and patterns. 

There are three methods of em- 
ploying mechanical screens: 

1. Ben Day screens applied by the 
photoengraver. 


2. Acetate screens applied by the 
artist. 

3. Chemically treated boards used 
by the artist. 


>Ben Day flat tints range from 50 
to 120-line screen, and may be used 
either positively or negatively. How- 
ever, when flat tints finer than 100- 
employed, 


gO, 


line screen are to be 





























cleaner engravings are obtained 
when regular halftone, rather than 
Ben Day, is specified. 

Ben Day flat tints are, in addition 
to screen designations, available in 
densities of 10% through solid in in- 
crements of 10%. 

In preparing copy for the Ben Day 
process, an ink line drawing is fur- 
nished to the engraver. If a line is 
to remain as part of the finished 
reproduction, it is drawn in black. 
If it is a key-line, used only to de- 
scribe the area over which the screen 
is to be applied, it is drawn in red 
and will be automatically omitted 
from the reproduction. 

Areas to be treated with negative 
screens should be filled in solid 
black. 

A tissue overlay should be pre- 
pared for the drawing, and screen 
and density designations made on 
it for each area. 


> Acetate screens are available from 
art supply stores in various flat tints 


How to Use 
Mechanical 
Screens 


AR presents the fourth in a series 


of special articles describing the 
basic factors involved in buying 
photoengravings. The series is 


adapted from “Laurence’s Guide 


for Photoengraving Buyers.” 


By Larry LeVant 
President 
Laurence Inc. 
Chicago 





and patterns. Some are used as 
transfers while others have adhesive 
backs. 

In either case, the acetate sheet is 
laid over the drawing and rubbed 
with a stylus until the transfer or 
adhesion is achieved, after which the 
surplus material is cut away with a 
frisket knife. 

In this type of copy preparation, 
no key-lines are required. All line 
work is drawn exactly as it is to ap- 
pear in the finished reproduction. 


> Various chemically treated boards 
have been marketed from time to 
time through art supply stores. They 
are impregnated with dots or pat- 
terns which become visible when 
treated with a chemical developer. 

A line drawing is prepared on this 
board, and a wash of the developer 
is applied to the areas where screen 
is desired. 


>When preparing copy employing 


. continued on page 72 
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When the Ben Day method is used, red key- 
lines are drawn to show the areas over 
which the engraver is to lay Ben Day. The 
desired tints or patterns are designated on 
a tissue overlay. Drawing in black ink is 
reproduced as drawn. 


When acetate screens are used, the acetate sheet 
is laid over the drawing and rubbed with a stylus 
wherever screen is desired. Transfer or adhesion 
results from this rubbing. Then the surplus mate- 
rial is cut away with a frisket knife. 





When chemically treated boards are used, 
a line drawing in ink is prepared on the 
board, and a wash of developer is applied 
where screen is desired. The dots or pat- 
terns become visible through the chemical 
action of the developer. 
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Tints for Special Effects 








120 Line Screen 
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Less production costs 


More money for SPACE 


@ “Kaufmats” provide faithful reproduction at approximately 
70% less cost . . . also, package, postage and pattern plate 
charges are drastically reduced. 













@ Direct Pressure “Kaufmats” require two less steps between 
the original engraving and the final printing plate than either 
ad electrotypes or plastic ad plates. 







@ "Kaufmats” are as close to the originals as they can be! 
They are equivalent to a job electrotype or pattern plate. 
Tear sheets prove their quality. 






@ “Kaufmats” are always the same size as the pattern they 
are molded from. We guarantee 200 mats from each pattern. 


A CHALLENGE: We welcome a split run for comparison of 


“Kaufmat™ reproduction with results from either ad electrotypes or 
plastic plates. 








ALSO . . . Producers of quality Direct 
Pressure Dry Mats and the Special Mat. 


TEAR SHEETS, service, delivery and price 
information gladly furnished upon request. 












6 STEREOTYPE CO 
Cincinnati l4 Ohio 





5 
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Mechanical Screens 


- continued from page 67 


mechanical screens, it is well to 
check the following points: 

e Are lines uniformly black? 

e Are key-lines drawn in red? 

e Are screen areas plainly identi- 
fied? 

e Are screen patterns and densities 
clearly specified? 


>The following glossary of terms 
will help to understand mechanical 
screen processes: 

e Ben Day .. . mechanical screen 
flat tints or patterns, applied by the 
engraver; named for the inventor, 
Benjamin Day. 

e Transfer ... Inked acetate or film 
which will transfer its pattern to 
paper when rubbed from the back 
with a stylus. 

e Screen ... The number of dots or 
lines per linear inch; for instance, a 
65-line screen has 65 dots per linear 
inch. 

© Density . . . Tone value in per 
cent of black; for example, 50% 
density is 50°% of solid black. 

e Flat Tint . . . Continuous tone ob- 
tained with positive or negative dots 
of regular size and spacing. 


e Pattern ... Screen design having 
regular repetition. 
e Texture ... Screen design having 


the appearance of an irregular sur- 
face formation. 
e Halftone...A Pr 
applied screen. 


Postal Publication 
Described in Folder 


Answers to many questions about 
postal regulations and the economi- 
cal use of the mails are included in 
a new publication called “The Postal 
Review” (Battle Creek, Mich.). Sub- 
scribers are provided with a manual 
of postal rates and services, pre- 
pared from the viewpoint of the 
user of the mails, plus a biweekly 
bulletin of new postal developments 
and a special department on mailing 
tips to cut unnecessary postage ex- 
penditures. 

A one-year subscription at $20 
covers the basic manual, the check- 
list of money-saving tips on mailing 
practices, bulletins on postal devel- 
opments of the past year, current 
biweekly bulletins and a complete 
index to the bulletins, which is 
brought up to date quarterly. Addi- 
tional subscriptions are available at 
a reduction of $5 each per year. 

Sample pages from the bulletins 
and the manual are shown in a folder 
which is available. 


For your copy circle No. 301 on the 
Reader’s Service Card inside back cover. 








YOU’LL PUFF 
WITH PRIDE... 


whenever you realize how 
wise you are to entrust your 
photoen§graving jobs to 
Laurence. For here are skill 
and conscientiousness that 
mean double dependability, 
of the kind that frees your 


mind of all worry. 


ft 


Paurence 


INCORPORATED - CHICAGO 
FINE PHOTOENGRAVINGS 
FOR 20 YEARS 
547 SOUTH CLARK STREET 
WABASH 2-6284 


Are you receiving your free copies of ‘“‘Laurence’s Guide for Photoengraving Buyers’? If not, write or phone today. 
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Production 
Manager's 
Lament 









Would that in this broad"tand 





of ours there were a photo 





engraver who could give us 





true and faithful reproductions 





—in color or black-and-white 





—and do it consistently, 





time after time after time. 






To which we reply—try us! 
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Special Survey 


It’s Offset 2-to-l; 
Collotype ‘Unknown’ 


One of the nation’s largest collo- 
type (photo-gelatin) printers veri- 
fied what it already suspected in a 
survey of 2,000 subscribers of AR: 
Only a small fraction of the people 
in the graphic arts field are familiar 
with the collotype printing method. 

Black Box Collotype Studios Inc. 
(Chicago) also discovered in the sur- 
vey—in which 313 or approximately 
15% replied—that offset printing in 
dollar volume is now being utilized 
more than letterpress by approxi- 
mately two to one. 

Out of the more than 30 million 
dollar’s worth of printing purchased 
by the respondents in the survey, 
38.9% represented purchases for 
letterpress, 62.2% for offset. The 
number of firms using both letter- 
press and offset is about equal. Out 
of 313 answering, 271 indicated that 
they used letterpress at one time or 
another and 273 specified offset. 





> These returns left practically noth- 
ing for collotype, screen process or 
gravure ... and what disturbed 
Black Box officials even more was 
that 14 persons wrote in that they 
had never before heard of collotype 
printing. These comments came 
from people engaged in the daily 
purchasing of printing and produc- 
tion. Many more left the question 
concerning collotype completely 
blank, indicating that possibly more 
of the respondents were also ignor- 
ant of the process. Only 13 persons 
of the 2,000 surveyed actually indi- 
cated that they ever specify or pur- 
chase collotype printing. 

Thomas Hook, vice president of 
Black Box, commented that the sur- 
vey suggests the importance of edu- 
cational effort needed on the part of 
collotype printers to explain the 
many advantages of this type of 
printing to production people and 
other printing buyers. 

“At a time when rising costs in 
the graphic arts field are a constant 
problem,” Mr. Hook said, “selec- 
tion of the proper printing method 
is extremely important and can in- 
volve great economies. 

“Collotype is not intended to sup- 
plant letterpress or offset printing,” 
he pointed out. “However, it defi- 
nitely should be considered for pic- 
torial subject matter that is large 
in size and when the printing run 
is 5,000 or less. This is particularly 
true when full-color printing is re- 
quired and where process color 
plates for normal printing methods 
would be priced exorbitantly for the 
job required.” 





























Survey Results 


A special survey of 2,000 typical AR 
readers by Black Box Collotype Studios 
Inc. (Chicago) revealed these facts: 

@ Approximate annual 
chases: 


printing pur- 


39% had printing volume under 
$25,000. 

24% had printing volume 
$25,000 to $50,000. 

13% had printing volume 
$50,000 to $100,000. 

24% had printing volume over 
$100,000. 

e@ Printing method specified: 

273 firms used offset (62.2% rep- 
resents the average amount of offset 
bought annually ). 

271 firms used letterpress (38.9% 
represents the average amount of 
letterpress bought annually.) 

101 firms used screen process 
(11.5% the average 
amount of screen process purchased 
annually ). 


from 


from 


represents 









13 firms used collotype (5.3% rep- 
resents the average amount of col- 
lotype purchased annually ). 

@ 6% deal with printing brokers. 
@ 17% 


cies purchase printing.. 


have their advertising agen- 


> Collotype uses inexpensive gelatin 
plates which account for the definite 


saving in cost over conventional 
plates. The gelatin type of printing 
plate that is used has been perfected 
to give the most exacting reproduc- 
tions in continuous tones and with- 
out any intervening screen dot. This 
point in particular should be empha- 
sized to printing buyers, who are 
often faced with the demands of re- 
producing subject matter with the 
utmost fidelity. Water color and oil 
paintings when used for framed re- 
productions very often use the col- 
lotype method, and these quantity 
reproductions are difficult to detect 
from the original. The method is suit- 
able for full-color, duotone or black- 
and-white—up to 40x60” sheet size. 

44 


Association Offers Film 
On Letterpress Printing 


As a first step in a nation-wide 
public education program on the ad- 
vantages of letterpress printing, the 
Int'l. Assn. of Electrotypers & Stereo- 
typers has made available a new 
16mm sound-color film, “The Elec- 
trotype.” 

The film, which is rental-free, runs 
2714 minutes and traces the history 
of graphic communication from the 
cave markings of primitive man to 
modern-day printing. The film also 
emphasizes the latest developments 
in electrotyping. 


Black-and-white prints are being 
offered to tv stations and journalism 
schools. 

Arrangements for booking the film 
may be made through local electro- 
typers or by writing the Int'l. Assn. 
of Electrotypers & Stereotypers, 701 
Leader Bldg., Cleveland 14. 44 


Kolor-Klip Holders 
Label Binder Books 


New label holders to be used on 
binders with rings up to 3” have 
been developed by Perma Products 
Co. (Detroit). 

Called Kolor-Klip, the holders are 
made of plastic in a range of six 
colors. Clips swivel for better fitting 





and 


additional thickness furnishes 
built-in storage space. By using the 
six windows of color acetate, 36 dif- 
ferent indexing color combinations 
are possible for quick identification. 

Prices for individual labels range 
from 25¢ to 35¢, depending on the 
size binder being used. 


Additional information is avail- 
able. 
For your copy circle No. 31 on the 


Reader’s Service Card inside back cover 


Shippers Receive 
Monthly Newsletter 


Friendly and chatty in style, a 
monthly newsletter designed as a 
service to shippers has been de- 
veloped by Emery Air Freight Corp. 
(New York). It tells about interest- 
ing developments in the air trans- 
portation field, unusual shipments 
by Emery and other industry news. 

Included in a typical issue: a de- 
scription of Emery’s role in rush 
shipments of the over-night hit tune, 
“Let me go, Lover,’ for Columbia 
Records; the definition and meaning 
of “forwarder”; anticipated develop- 
ments in cargo planes, and the story 
of the first rush distribution of Salk 
vaccine for Parke Davis & Co. (De- 
troit) by Emery. 

More than 20,000 customers who 
are users of company services re- 
ceive the monthly newsletter from 
Emery Air Freight, 801 Second Ave., 
New York 17. 44 








WET PROOFS 
THAT ARE 


GENUINELY 


Ce eee 
eeeee + 


Sx & Every set of 

plates intended for four 

color wet edition printing is 
both flatted and final proofed 
on modern four color ‘wet’ 
proofing presses. 







2 G 
C MYIUUCH Ss © Si. 
Beautiful Color Work Outstanding Black & White 


600 W. Van Buren Street, Chicago 7 
Telephone STate 2-5367 
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Reach 
the 
Actual 
Buyers 


of 
ADVERTISING 
MATERIALS and 
SERVICES 


put your 
selling message 
before them 

in 
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WANT TO aeTine? See the 
Man from Manhattan. 
Start a retirement fund 
with an interest-bearing 
Thrift Account at BANK OF 
THE MANHATTAN COMPANY. 


weUwSt se 11 OC Ra, OCPORT Sumanct ComPoRAT ON 





sai... Swim Have cash 
for vacations. See the Man 
from Manhattan. Open 

an interest-bearing 

Thrift Account at BANK OF 
THE MANHATTAN COMPANY. 


COL # (DE RAL OLPOS/T INSURANCE COMPORATION 


OWN YOUR OWN! Open an 
interest-bearing Thrift 


Account with the Man from 


Manhattan. He's at your 
nearest office of BANK OF 
TKE MANHATTAN COMPANY. 


EMOLE TOE RAL OL POS)! HSURARCE CORPORATION 


WHY CARRY A LOAD OF CASH? 
See the Man from Manhattan. 
Pay all your 8 by chec 
with a Special Checking 
Account at BANK OF 

THE MANHATTAN COMPANY. 


tet A FOE RAL DEPOSI! ISUMARCI CORPORATION 


YOU CAN DRIVE your own. See 
the Man from Manhattan 
about the low Auto Loan 
rates at your nearest BANK OF 
THE MANHATTAN COMPANY. 


tL OER /COERAL DEPOS!T INSURANCE CORPORATION 


$ 


TALK TO the friendly Man 
from Manhattan about any of 
your money needs. You'll 

find him waiting for you at 
your nearest office of BANK OF 
THE MANHATTAN COMPANY. 


LOT A LOE MA, OEPOS!T mSuRARCE CORPORATION 













NICE TO SEE YOU is the 
attitude of the very friendly 
Man from Manhattan. You'll 
find the welcome mat is 
always out at BANK OF 

THE MANHATTAN COMPANY. 


tL MBE # / (OL RAL OLPOS!T INSURANCE CORPORATION 


GIVE YOUR CHILDREN a 
college education! See the 
Man from Manhattan now. 
Open an interest-bearing 
Thrift Account at BANK OF 
THE MANHATTAN COMPANY. 


COLE FL OE RA, OL POSIT Hr URARCE CORPORATION 


WHERE does your money go? 
Keep a record. Pay by check. 
See the friendly Man from 
Manhattan. Open a Special 
Checking Account at BANK OF B 
THE MANHATTAN COMPANY. 


MEMBER FEDERAL DEPOSIT INSURANCE CORPORATION 





x 
PAY YOUR BILLS BY MAIL. See 
the Man from Manhattan 
about opening a Specia 
Checking Account at BANK OF 
THE MANHATTAN COMPANY. 


LBL R FLDERAL OLPOS!T INSURAMCE CORPORATION 
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YOUR MONEY MULTIPLIES 
in an interest-bearing Thrift 
Account. See the Man 
Manhattan. Start bualinn 
@ nest-egg at BANK OF 

THE MANHATTAN COMPANY. 


WEWSTR (LOC RAL DEPOSIT MEBYRANCE CORPORATION 


SAVE Timet Save steps! Do 
all your banking with the 
Man from Manhattan. He’s 
waiting for you at your 
nearest office of BANK OF 
THE MANHATTAN COMPANY. 


met MBE® FEOE RAL OL POSIT INSURANCE CORPORATION 


GO SOUTH (or north) for 
your vacation. Plan now. See 
the Man from Manhattan. 
Open an interest-bearing 
Thrift Account at BANK OF 
THE MANHATTAN COMPANY. 


WLMBER FEDERAL OLPOS:! INSURAMCE CORPORATION 





Dip YOU pay that bill? A 
check is your record. See 
the Man from Manhattan. 
Open a Specia ecking 
Account at BANK OF 

THE MANHATTAN COMPANY. 


MEMBER FLOLRAL OLPOS:T INSURANCE CORPORATION 


HOME NEED FIXING? See the 


Man from Manhattan about 
the low Home Improvement 


Loan rates at BANK OF 
THE MANHATTAN COMPANY. 
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GO PLACES! Do things. Have 
vacation money. See the 
Man from Manhattan about 
an tnterest-bearing Thrift 
Account at BANK OF 

THE MANHATTAN COMPANY. 


MEMBER FL OE RAL OL FOS!' INSURANCE CORPORATION 


A STAMP does the work when 4 


you pay your bills by mail. 
Write to the Man from 
Manhattan about a Special 
Checking Account at BANK OF 
THE MANHATTAN COMPANY. 


MLMBLR FLOERAL DEPOSIT INSURANCE CORPORATION 












WANT TO RETIRE? Start an 
interest-bearing Thrift 
Account today. See the Man 
from Manhattan at your 
nearest office of BANK OF 
THE MANHATTAN COMPANY. 





EMBL FEDERAL OLPOS!T mSuRARCE CORPORATION 


PAY BILLS THE WAY YOU 
GET THEM... by mail. See 
Open a Specia cking 
Account at BANK OF 

THE MANHATTAN COMPANY. 


MEMBER FLOE RAL OFPOS:! INSURANCE CORPORATION 


NOBODY is friendlier than the 
Man from Manhattan. See 
him for any of your banking 
needs at the nearest BANK OF 


THE MANHATTAN COMPANY. 












4 
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SEE THE WORLD! See America! 
Have the money to travel. 
See the Man from Manhattan 
about an interest-bearing - 
Thrift Account at BANK OF 
THE MANHATTAN COMPANY. 


COLE FLOL RAL OL POSIT SURANC CORPORATION 







HEAD SOUTH for retirement! 
Open an interest-bearing 
Thrift Account now. See the 
Man from Manhattan at your 
nearest office of BANK OF 

THE MANHATTAN COMPANY. 


MEMBER FEDERAL DEPOS)T INSURANCE CORPORATION 


BUILD A NEST-EGG for 

retirement. See the Man 
rom Manhattan. Open an 

interest-bearing Thrift 

Account at BANK OF 

THE MANHATTAN COMPANY. 


Wet MOE A FLOLRAL DEPOSIT INSURANCE CORPORATION 


GET A RECEIPT. Pay by 
check. Have the friendly 
Man from Manhattan open 
a Special Checking Account 
for you at BANK OF 

THE MANHATTAN COMPANY. 


MEMBER FEDERAL DEPOSIT INSURANCE CORPORATION 


DON’T BORROW A CAR... 
borrow for a new one. See the 


Man from Manhattan about 
the low Auto Loan rates 


you can get at BANK OF 
THE MANHATTAN COMPANY. 


ar POSIT INSURANCE CORPORA teEsOTR FEDERAL DEPOSIT mBuRANCE CORPORATION 
teLWOER FEDERAL DEPOSIT INSURANCE CORPORATION MmtmOte FLOERAL DEPOSIT 1 THOR 1 





76 * ar « August 1955 








VRRP CL NPM NSTI AUT PR MU %, 





_ . . @ money ~- saving art technique 


builds prestige for New York bank 


Cunningham & Walsh art director 
Howard Wilcox has parlayed 
grease pencil sketches into adver- 


tising art for a variety of media. 


By Ted Sanchagrin 
AR Eastern Editor 


This is the story of how a Madison 
Ave. advertising agency with bill- 
ings totaling $44,706,000, took an 
account with a limited budget of 
$350,000 and parlayed it into a cam- 
paign now gaining national recogni- 
tion and imitation. 

It is also the story of how the 
agency adapted an art approach, 
mainly for 24-sheet posters, which 
has saved the client $750 for each 
piece of artwork. 

The agency is Cunningham & 
Walsh; the client is the Bank of 
Manhattan Co. (both New York). 
Chase National Bank thought so 
highly of the campaign that it in- 
corporated it into its retail banking 
approach when Chase and Manhat- 
tan merged to become Chase Man- 
hattan in April. 


> Basically, the campaign consists 
of grease pencil artwork done pur- 
posely crude and childlike, for sim- 
plicity. Without color, the art is used 
for newspaper ads. With color added 
via overlays, it is used not only for 
24-sheet posters but also for 24x36” 
and 11x14” window and interior wall 
cards, 5x9” gum-back window and 
teller window cards, 3x6” blotters 
and New Yorker ads. For adaptation 
from horizontal to vertical use, the 
elements of art and type are rear- 
ranged or added. 

How the agency reduced art costs 
is simple but interesting. The agency 
art director on the account makes a 
grease pencil drawing on 3x6” illus- 


tration board, the agency blows this 
up by photostat to 16x36” size, the 
art director ads a color overlay, and 
the lithographer takes over from 
there for his silk-screen 24-sheet 
posters. 

The savings stem from the fact 
that normally each poster art assign- 
ment would be farmed out to an 
artist for a 16x36” original that costs 
in the neighborhood of $1,000. The 
agency's art charge to the client for 
3x6” art hovers around $250, a sav- 
ing of $750. 

While the edges of the grease 
pencil rendering show ragged out- 
lines in 16x36” size blown up from 
the 3x6” board, this is not a problem, 
as the drawings are intended to be 
purposely rough. The only problem 
was a temporary one, when the li- 
thographer cleaned up the rough 
edges on the first assignment be- 
cause he was unacquainted with the 
agency’s art intent. 


> Agency art director Howard Wil- 
cox, whose roughs are used as fin- 
ished art, originated the agency’s 
approach, but specifically disclaims 
any inference that the 3x6” usage is 
new or unique. So far as he can de- 
termine, the small-size technique 
was previously used by a Ballantine 
beer artist. But the man from Cun- 
ningham & Walsh did some serious 
thinking about posters and type 
sizes and fitted this into the Bank of 
Manhattan campaign. 

To him a 24-sheet poster viewed 
from a distance is visually not much 
larger than a one-column news- 
paper ad. So, the posters were repro- 
duced from miniature art on the 
assumption, proved correct, that an 
observer who can seldom get any 
nearer than 50’ to the full-size poster 
sees it in the exact visual size as 
when looking at a 3x6” ad or card 
only 15” away. 

To prove it to yourself, take a look 


at a 3x6” blotter from 15”, then hold 
it up so the edges just cover or over- 
lap a poster 50’ off in the distance. 
The relative visual sizes for both 
card and poster are the same. Or at 
200’ you can also make out at least 
part of the message, which means 
that the poster’s visual size is further 
reduced to 5gx119”. 


>How the agency and client put 
this knowledge into a campaign is 
a story of trial and error, with the 
impact growing to the point where 
the approach is now fairly well set. 
It grew with off-beat suggestions 
and attempts to the point where, as 
one artist on another account in the 
agency said to AR, “That account is 
the best thing that ever happened to 
this agency.” 

When Cunningham & Walsh took 
over the account in late 1953, it 
made a survey and from the findings 
it recommended that advertising be 
concentrated in daily newspapers, 





New Yorker? 
tured may not be a native, as an ad he 
made a big splash in ‘’New Yorker.’ 


While the gent pic- 
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From Your Color Films 


Satisfaction or your money back 
Fast service—high quality. 


KODACHROME 
from | ANSCO COLOR 
EKTACHROME 


4x5 5x7 
50c | $1 


KODACOLOR prints, 32¢ each 

DUPLICATE 35 mm slides, 25c 

FILM PROCESSING: Ansco-Ektachrome 

120-620; 20-exp 35 mm; $1 per roll 

COLORFAX LABORATORIES 

Dept. R-85: Box 3521, Georgetown Sta., Washington 7, D. C. 
. for more details circle 375, page 103 


Minimum order $1 
No COD's, please 
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GLOSSY PRINTS 
1M 65.00 — 500 37.50 
100 8.50 
Samples 
Ce eed 
CaS peed 


MAJOR 


PHOTO CO. 
1210 N. CLARK ST. 


CHICAGO 10, ILL. 
Michigan 2-5651 
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KIER PHOTO SERVICE 
Dept. AR, 1265 W. 2 St., Cleveland 13, Ohio 


8x 10's as low as 6 cents. 
Postcards as low as 2c. 
Write for samples and 
complete price list on all 
sizes and quantities. 
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Call or write for FREE 
16 pg. handbook containing 


useful color information 


KURSHAN & LANG 
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AR’s 21,000 Circulation is 
Hand-Picked for Buying Power 
Nowhere else can you get such cover- 
age, so carefully tailored and so 
precisely directed to buyers of adver- 
tising services, materials, equipment. 


supplies. 


Get in AR! 
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MURRAY HILL 7-2595 


EKTACHROME PROCESSING 
DYE TRANSFER COLOR PRINTS 
DUPLICATE TRANSPARENCIES 
FLEXICHROME yy MATRICES 


plus other essential services for 
reproducing and projecting color. 


10 east 46th st, new york 17, n. y. 
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radio and tv spots, and secondarily 
in 24-sheet and station platform 
posters to boost deposit and loan 
volume in the bank’s 57 branch op- 
erations. 

Initially, the campaign aim was to 
dispel the stuffiness often associated 
with banks and establish friendliness 
with the public, particularly with 
women, who do 50% to 85% of fam- 
ily banking in the many branches. 
The survey had pointed out that the 
bank’s advertising was weak in 
reaching women. 


> One specific way to give the bank 
distinction and a definite personality 
was, the consumer survey said, the 
use of a simplified-type grease pen- 
cil technique such as Kellogg em- 
ploys in its child-drawing campaign. 

After testing a series of various- 
size ads for the bank in four succes- 
sive Tuesday issues of the New York 
World Telegram & Sun, the agency 
and client adopted two 100-line ads 
per newspaper issue for maximum 
effectiveness, in papers hitting 
Queens, where most Bank of Man- 
hattan branches were. Tests were 
made on one 200-line ad, five 40- 
line ads (different pages) and two 
100-line ads (different pages). 

The art director, having watched 
his two sons and their schoolmates 
in Milford, Conn., drawing pictures 
that were anything but stuffy, de- 
cided that this unsophisticated ap- 
proach seemed like a natural solu- 
tion to the question of what type art 
to use. 


>Contrary to some words making 
the rounds, the art is not done by the 
art director’s sons, although he did 
have to ask his younger boy, nine- 
year-old Donald, to show him what 
he thought a rabbit looked like when 
the client had turned down one of 
his own efforts. 

This drawing by the child was 
used as the basis of the art director’s 
rendition, and it wound up winning 
second place in one category of “One 
Hundred Best ad- 
vertisers group. 

To a child, he found, a rabbit looks 
a great deal like a human, except 
for placement, contour and size of 
ears. An adult drawing is more real- 
istic, less effective. To the child a 
rabbit has a round head, round eyes, 
a button nose with three attenuating 
whiskers coming out horizontally 
from the nose, a pumpkin mouth 
with two buck teeth, and rounded 
instead of pointed ears. 


Posters,” local 


>From the newspaper ads the 
agency went on to design 24-sheet 
posters, used in the immediate 
neighborhood of the branch banks. 
Two hundred locations were used, 


saturating Queens, some of the 





Donald’s Rabbit Rabbit picture 
(third in top column on page 76) was 
drawn after art director Wilcox’s nine- 
year-old son Donald drew his idea of 
what a rabbit really looks like. 


Bronx and Brooklyn. These were 
used on the sides of bank buildings 
or near them. 

Saturation is an interesting phase 
of the campaign, including lately 
the New Yorker ads, which can’t be 
missed, simply because of the poster 
effect. The newspaper ads are satu- 
ration in the sense that they were 
run in series on different pages, al- 
though they are now two per issue. 
The posters and cards blanket the 
branch areas. 

All media are used for maximum 
effectiveness, and where this isn’t 
possible the client doesn’t stay in. 
For example, tv spots were used for 
a time in great numbers, but the 
limited budget caused the agency to 
drop this approach for the time be- 
ing. 


> When the bank merged with Chase 
National to become Chase Manhat- 
tan on April 1, the campaign hit a 
high spot in its “Just Merged” art. 
The message, printed on the back of 
a car showing a couple driving off, 
with the names of the two banks on 
luggage nearby, was used to advan- 
tage by Chase. 

The “Just Merged” segment was 
used in 24-sheet posters, subway 
cards for the first time (although 
these had been previously installed 
on subway platforms) and the three 
sizes of interior posters and blotters. 

These blotters, 150,000 of them, 
were distributed in the banks, on 
bank desks, in bank statements, and 
to the press. Articles announcing the 
merger or features on the story were 
published in The New York Times 
and Life, among others, using the 


blotters for reproductions to illus- 
trate the merger. 


>The merger ad was used for the 
last time in the April 30 issue of 
The New Yorker, with the various 
media, excepting newspapers, con- 
tinuing to get mileage out of it dur- 
ing the month of April. 

In most cases it was not necessary 
to change the elements in the switch 
from posters to magazine ads. The 
“Just Merged” ad change consisted 
of moving the two satchel blocks 
from the right side of the poster to 
the bottom half of the vertical page. 
Another format change had been on 
the steamship ad, “Wish You Were 
Here,” with a smokestack being 
added for magazine-page length. 

How effective the campaign has 
been can be measured not only by 
editorial use of the “Just Merged” 
piece, selection of the rabbit idea, 
“Money Multiplies,” among “One 
Hundred Best Posters,’ and Chase 
Manhattan’s decision to continue 
with the agency for its retail bank- 
ing promotion in all branches, but 
also in imitation of the campaign by 
other institutions, in Detroit, New 
Haven and Richmond. 


> While simplicity is the campaign 
keynote, the thinking behind it was 
deeper. The art director received 
his ideas, not so much from the 
sketching by his sons and their 
schoolmates, but more so from a 
couple of books which New York 
art and type directors sometimes 
turn to for assurance. 

Matthew Luckiesh, General Elec- 
tric director of lighting research, in 
his book, “Light, Vision and Seeing,” 
has a few profund things to say 
about the relativity of type size and 
viewing distance, and Ralph Evans 
of Eastman Kodak, in “Color,” has 
a few more. While the Cunningharn 
& Walsh art director found no spe- 
cific poster suggestions in Luckiesh 
or Evans, they provided the basis 
for his point of departure in the Bank 
of Manhattan campaign. 44 
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An artist explains the value of “faceless” illustrations in advertising art. 


By Dale Nichols 


To lose face in the Orient is to lose 
all around. To lose face in an adver- 
tisement may mean to gain all 
around. Of course, I speak as an 
artist, and I mean simply the elim- 
ination of faces in advertising art. 

This is an applied principle of 
psychology which takes advantage 
of the fact that most people are 
more interested in their own faces 
than they are in others. Specifically, 
this is true among artists. It is as- 
sumed that this form of vanity is true 
of those who are not artists .. . the 
advertising audience. 


An artist, for instance, is inclined 
to portray his own kind of face in 
his art, particularly if he draws his 
characters from memory. If his face 
is square, his characters will have 
square faces. If his face is long, like- 
wise the people’s faces he draws. 


> Therefore, we deduce that if an ad- 
vertising illustration keeps the faces 
either turned away, merely sug- 
gested, or, if very small, without 
either features or definite form, those 
who see the ad will be inclined to 
imagine themselves as the person 
pictured. 

My first use of this principle paid 
off. I had prepared a series of one- 


column newspaper and magazine ads 
for the Northern Pacific railroad. 
The agency was Stack-Gobel in Chi- 
cago. Upon seeing the layouts, Mr. 
Gobel asked me why I had no faces 
on the tiny people shown in various 
aspects of vacationing. Did I leave 
them off because of the size? he 
asked. 

Then I explained my applied psy- 
chology. Impressed, Mr. Gobel 
brought the matter to the attention 
of his client, who promptly increased 
the appropriation one hundred thou- 
sand dollars. Thereafter, most of the 
Stack-Gobel accounts had people in 
their ads without definite identity 
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>In my paintings . which have 
been unusually popular in direct 
sales to the public as Christmas 
cards, puzzles, games, stationery, 
fine prints, etc., I take pains to keep 
my painted faces anonymous. My 
contemporaries spread the rumor 
that I couldn’t paint faces, but the 
truth of the matter is that I wanted 
a wide acceptance. 

To help along such popularity I 
also used titles such as “John Comes 
Home For Christmas,” “Company 
For Supper,” “The End Of The 
Hunt’’—all of which were broad con- 
cepts of the occasions pictured. There 
are “Johns” in nearly all families. 
I have had farmers approach me and 
tell me they had experienced exactly 
what I had pictured. 

And the most amazing example 
of such self-identity came from the 
publishing of my Tuberculosis Asso- 
ciation seal. A farmer in New Hamp- 
shire identified the farm on the seal 
as his own. The newspaper in his 
vicinity ran the story with a photo- 
graph of both farm and seal. How- 
ever, I had never been in New 
Hampshire . . . and the seal was de- 
signed while on a_ vacation in 
Alaska! 


>I suppose it is an anticlimax to 
bring up the fact that most married 
couples are look-alikes . . . further 
proof of self esteem. But if an ad- 
vertiser desires a happy marriage 
of his product to a hard-to-catch 
consumer he would be wise not to 
picture the product with someone 
who is definitely a stranger to the 
reader despite the fact that the 
American public is accused of being 
interested in “keeping up with the 
Joneses.” 44 
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A new copying paper for use in its 
all-electric “Secretary” copying ma- 
chine (May ’55 AR) has been an- 
nounced by Minnesota Mining and 
Manufacturing Co. (St. Paul). 

The new paper is 18-lb. stock and 
is available in green, yellow, pink 
and neutral for offices and plants 
which use color coding filing sys- 
tems. 

The desk-size “Secretary” is a 
photocopying unit that produces 
copies in four seconds from trans- 
parent or opaque originals in one 
step under any lighting conditions. 
The heavier stock is expected to 
facilitate operation, as the copy paper 
travels through the machine auto- 
matically, returning after processing. 

Further details are available. 
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By Dick Hodgson 
AR Managing Editor 


Take an assortment of artists, 
architects, educators, industrial de- 
signers, manufacturers and others 
with an interest in improvement of 
design standards. 

Add a healthy portion of provoca- 
tive commentaries on communica- 
tions, education, light and structure, 
landscape and cityscape, and leisure. 

Sprinkle liberally with discussions 
on all applications of design in to- 
day’s world. 

Mix well in a relatively isolated 
mountain valley. 

Bring to a boil through the “cross- 
fertilization” of ideas. 


> Such is the recipe for locating an 
answer to the question: “What are 
the directions of the arts?” 

The recipe was put to a gourmet’s 
test at the 1955 International Design 
Conference in Aspen, Colo. The 
question of art directions was the 
theme of this year’s conference—the 
largest yet, with 542 attending the 
week-long sessions. 

While the conference wasn’t aimed 
at pin-pointing any specific answers, 
the discussions did clarify some con- 
temporary trends in design: 

e The commercial world is becom- 
ing more design conscious—with a 
demand for better design in all 
phases of business. 

e Today's design, for the most part, 
isn’t just “design for design’s sake” 
it is based on a realization of both 
the needs and desires (not neces- 
sarily the same) of the consumer. 

e While motivational and market 
research is offering the designer bet- 
ter definition of design objectives, it 
doesn’t provide the “complete pack- 
age.” Instead, the designer must take 
the information provided by re- 


crossroads 


what are the directions 


searchers and add to it the product 
of his own creative ability in order 
to project design into the realm of 
superiority. 

e There is no limit to the sources of 
inspiration for better design. Design- 
ers must reach beyond the narrow 
confines of their own limited fields 
into other allied arts and to other 
countries to find the inspiration 
which will result in better products. 
e Good design in any field tends to 
stimulate a desire for more good de- 
sign both in the same field and in 
other fields. 


>Designer Will Burtin, program 
chairman, clearly defined conference 
objectives in his opening remarks: 
“We are here because we have ques- 
tions . because we want to test 
ideas that may be important—to us 
and others... We are less concerned 
with how to do things, but with ideas 
—ideas about functionalism, roman- 
ticism, humanism—ideas which de- 
termine to what ends we are using 
our minds and our tools—ideas which 
we need in the pursuit of our daily 
tasks—ideas which provide a positive 
direction. 

“As designers and artists we are 
daily and intimately connected with 
business activities, whose character 
in terms of social and economic ram- 
ification we must understand and 
appreciate. Yet, in our lives we are 
also moved—and perhaps more pro- 
foundly—by broader issues of philos- 
ophy and an awareness of a need for 
experiment, for investigating direc- 
tions of thought in which business as 
a commercial activity cannot assist, 
yet will profit by. To use business 
language: before we sell something 
to business, we should know what 
we are selling. This cannot, of course, 
imply that we are uninterested in 
business or arrogant, or naively un- 
aware of its importance. On the con- 


of the arts? 


trary, the interest which many busi- 
ness men and concerns have in our 
design activities can not be 
praised too much, and should be 
recognized especially in this setting. 
For these men and firms are im- 
mensely aware of the vitality and 
depth that the cultured medium of 
art lends to their communication, 
enriching the entire community as 
well as their individual lives.” 


> While the 1955 conference did not 
try to relate design specifically to 
commercial ends, there was no ef- 
fort to overlook commercial realities. 
As one conference speaker—Victor 
Gruen, the architect who has pio- 
neered in progressive shopping cen- 
ter development—explained, “Actu- 
ally, a commercial client is not 
necessarily a villain. Commercial 
people have a pilot light—and it’s up 
to the designer to turn it on.” 
From architect Gruen also came 
one of the most clear-cut definitions 
of the objective of design: “If design 
is to make any sense it is for the 
betterment of human conditions.” 
Basically, the conference was an 
opportunity for those associated with 
design to “renew their vows’’—to re- 
define broad objectives which have 
a tendency to become clouded during 
the other 51 weeks of the year when 
commercial realities take precedence. 


> We asked several conferees to de- 
fine the value of the conference in 
terms of their work. Probably the 
most clear-cut answer was that of 
Marshall H. Lane, art director of Tix 
Coca-Cola Co. (Atlanta): 

“An artist-designer is so close 
his job, techniques, etc., that just 
listening to the discussions clears up 
a lot of cobwebs, and we can go back 
with a more inquisitive mind and 
take a more open-minded approach 
to our work.” 44 
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rade Show Crickery 


Magic is one of the oldest come-ons to attract attention 


Nearly every adman in the coun- 
try probably wishes he could work 
magic, once a year at least, when he 
is faced with the problem of putting 
together a crowd-stopping display 
for a big trade show. 

And many of the sales and adver- 
tising executives do just that — not 
by waving a wand or rubbing a 
modern version of Aladdin’s lamp, 
but by calling on a top specialist in 
sorcery—a professional magician. 

There are magicians who special- 
ize in putting their specialized talents 
to work to help promote products— 
continuing a tradition that dates back 
at least four centuries. Back in the 
17th, 18th and 19th centuries, ma- 
gicians in France and England staged 
entertainments in market places, 
fairs and parks. When the crowd had 
been mellowed by the performance, 
a medicine man—and sometimes the 
magic man himself—made a pitch for 
some product or other. 


> Probably the most active American 


magician helping admen promote 
their companies’ products today is 


for the “advertising pitch” ... and it is still being 


used with success by many trade show exhibitors. 


a New Yorker—Milbourne Chris- 
topher. He has used his prestidigita- 
torial powers to stage shows for a 
variety of products ranging from 
Ivory soap to Ford automobiles. 
Many of his elaborately staged 
“tricks” provide a good guide to the 
use of magic in shows and exhibits. 
The magic man’s three basic rules 
for sales sorcery are: 
1. Attract attention immediately. 
2. Put across the strong selling 
points of the product with a highly 
visual and entertaining display. 
3. Give away magic souvenirs the 
audience will keep and show to their 
friends. 


> At a Baltimore automobile show, 
when Ford executives wanted the 
milling mob to spend more than just 
a few seconds looking at their dis- 
play, they built a miniature theater 
for Christopher and announced per- 
formances at frequent intervals. Mu- 
sic and flashing lights drew attention 
to the stage when the magician ap- 
peared. He began what seemed at 
first to be just an entertaining pro- 


gram of conjuring, but there was a 
big Ford sign behind him impressing 
the name throughout the demonstra- 
tion. His magic words were not 
abracadabra and hocus pocus but 
Ford. His tricks were designed to 
emphasize the car’s features. Give- 
away puzzle cards carried the local 
Ford distributor’s address and phone 
number. 

When Crosse & Blackwell intro- 
duced its Cocktailer bottle, Chris- 
topher climaxed a special perform- 
ance of magic at the Pierre Hotel 
in New York by producing the new 
bottle. Ads in The New Yorker, Time 
and House & Garden showed Chris- 
topher floating the bottle in thin air. 
“There’s no trick to it. You can have 
a perfect cocktail everytime with a 
Crosse & Blackwell Cocktailer,” »ead 
the selling message. 

Springfield blankets had a strong 
selling point. The blankets could be 
washed without the usual shrinkage, 
but washing machines and big blan- 
kets were considered too unwieldy 
for a display. So Christopher was 
hired to arrange a routine of tricks 
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that ended with his demonstrating, 
with small blankets, what would 
happen to the bed-size blankets. 


>Mallory hat officials wanted to 
dramatize their new advertising 
themes at a sales meeting in Chi- 
cago. There were five major points 
to be emphasized. After a warmup 
program of magic, Christopher 
handed the sales manager a pack of 
cards. A Mallory sales point was 
lettered in large type on each card. 

“There are at least 52 reasons why 
your customers will want Mallory 
hats,” Christopher said, “but I want 
to emphasize five of them.” He told 
the sales manager to hurl the cards 
at a skeleton frame. Five cards ad- 
hered to the tips of the five rods, the 
rest cluttered against the wall. The 
five cards that adhered contained 
the sales slogans that Mallory wanted 
to stick in the salesmen’s minds. 

Every man present got an inter- 
esting pocketpiece—a white card on 
which tiny hats appeared and dis- 
appeared once Christopher explained 
the simple technique for handling. 
“Mallory Magic” was printed on each 
side. When the salesmen performed 
this closeup trick for their customers, 
they would also be sneaking in a 
plug for Mallory. 


> Last year Ivory soap celebrated its 
75th anniversary with a cruise 
around Manhattan. Former Ivory 
babies and newsmen were guests. 
Christopher’s magic on that occasion 
included pulling colorful silks from 
an empty box. “Why are they so 
colorful?” he asked. “Magic? No, 
Ivory soap,” and he produced a giant 
bar. In the past Ivory had floated in 
many a bathtub, but for the first 
time, as cameras clicked, Chris- 
topher made a bar float in thin air. 

At a New York food show, Kel- 
logg wanted to get across the idea 
there was money to be made with 
Kellogg cereals. While food editors 
and reporters looked on, Christopher 
hocus-pocused a borrowed marked 
dollar bill into the center of a tightly 
sealed package of Kellogg 
flakes. 

These, and other similar tricks, are 
the modern-day counterparts of the 
17th Century market place magic. 
Magic is a tried and proven formula 
for capturing the rapt attention of 
audiences—and it’s only logical that 
admen should commandeer the tal- 
ents of magicians to help them pro- 
mote their wares. 

Floating typewriters .. . loaves of 
bread sawed in two and put back 
together . . . appearing light bulbs 

. and vanishing alarm clocks are 
only a few of the Christopher sales 
illusions that have been employed 
to attract buyers’ attention. 


corn 


>But the 


professional magician’s 
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Magician Christopher 


. tricks that treat. 


talents aren’t applied only to atten- 
tion-getting performances. They are 
often called upon to help solve other 
problems. One advertising agency, 
for example, recently called upon 
Milbourne Christopher to help it 
solve a basic problem. It had recent- 
ly designed four 12x12” cardboard 
blocks for salesmen to use in a pres- 
entation to customers. The blocks 
were too big and bulky to be han- 
dled easily. The salesmen were leav- 
ing them in their cars instead of tak- 
ing them in to show to potential 
buyers. 

Christopher came up with an in- 
genious packing item—based on the 
techniques required for performing 
magic tricks. He devised a means of 
folding the four blocks flat so they 
would fit into an ordinary brief case. 
When the salesmen wanted to show 
the display, all they had to do was 
to give the flat pieces a shake and 
they opened up in a block form. 
After the sales talk, they could be 
tucked away again in the briefcase. 


>Frequently advertisers find that 
magic fits in with their sales pat- 
terns. Gorham silver had a new ad- 
hesive with which any housewife 
could put several single pieces of 
silverware together to make elab- 
orate epergnes. Christopher visited 
the factory and worked out a routine 
of tricks with Gorham silver. When 
the new adhesive was introduced at 
a special show in New York, he 
ended his performance by assembling 
six special silver displays with the 
new product. “My magic would take 
you years to learn, but the Gorham 
assembling of silverware you can do 
immediately,’ he said. A spectator, 
alongside the magician, followed his 
instructions to demonstrate that any- 
body could make displays with the 
adhesive in a matter of minutes. 





If giveaways are to be used in 
connection with a show, exhibit or 
convention, Christopher stresses that 
they must be easily learned feats, re- 
quiring no special apparatus or 
sleight of hand. And they shouldn't 
explain tricks used by professional 
wizards. This would result in com- 
plaints from magic societies. On the 
other hand, when the giveaways are 
designed strictly for home amuse- 
ment, the magic societies join in 
helping the promotion. 


> While there are, of course, thou- 
sands of amateur magicians, the skill 
of the real pro is usually the best 
answer when it comes to advertising 
promotions. When a company really 
wants to use magic to promote its 
products, competent professional 
counsel can foresee and help elim- 
inate potential stumbling blocks. 

A manufacturer of boys’ suits, for 
example, prepared a line with “built- 
in” magician’s pockets. When the 
company hired magicians to promote 
the line by giving shows in depart- 
ment stores, they had a hard time 
thinking up uses for “trick pockets,” 
which modern wizards never use. 

New ways to put magic to use in 
the world of selling are a constant 
challenge to the magician. Last 
month an adman phoned magic man 
Christopher: “I want a booth this 
year with some sort of illusion de- 
vice that will cause my product to 
appear and disappear at the center 
of the display. I don’t have any idea 
how it can be accomplished, but I 
know just the effect I want.” Chris- 
topher went to work. Three days 
later in the adman’s office, he was 
greeted with: “Sorry to toss such a 
tough problem at you.” Christopher 
smiled, then deftly slipped open a 
large carton. “Here are three models, 
three different methods. Take your 
choice.” 44 
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“What's this! Five o'clock and not even a 
straight line! What have you been doing, 
sleeping all day?’ 








A NEW APPROACH TO 





Gadget Mailings 


By William A. Arter 
Creative Director 
Byer G Bowman 
Columbus, Ohio 


My boss of several years ago, 
executive vice-president of a big 
corporation, was standing beside my 
littered desk. With something more 
than casual interest he reached for 
a letter lying there. It was a mere 
form letter without even a personal 
fill-in. But thus far it hadn’t joined 
its fellow form letters in the waste- 
basket because it was what has come 
to be called a “gadget letter.” 

Affixed to this otherwise undis- 
tinguished letter was a little glassine 
envelope labeled: “Mystery Flowers 
—Drop them in water and watch 
them grow to beautiful flowers in 
less than a minute.” 

“May I have this?” asked the boss 
a bit sheepishly. 

“Certainly,” I said, with all the 
heartiness I could muster. I had been 
intending to test the mystery flowers 
as soon as I'd checked over my mail. 
But one didn’t cross an executive 
v.p. lightly in those days. 


>The boss turned to go, letter in 
hand, then turned back and said, as 
though some explanation was called 
for, “I save all this sort of stuff and 
take it home to Nancy, my little 
girl.” 

And then, as though getting some- 


thing off his conscience, he added, 
“T've got quite a collection in my 
desk right now that I’m saving till 
Nancy comes back from a visit.” 

At my interested look he enumer- 
ated: “There’s a little plastic cow, 
and a little lead pistol, and a stick of 
gum in a cellophane envelope, and a 
cute pin with a pair of gold wings 
from one of the airlines.” 


>That night my wife enjoyed my 
spiced-up account of the story—how 
the 25-grand-a-year boss had 
begged a nickel novelty for his lit- 
tle girl. 

- Since then we’ve acquired a couple 
of little girls of our own and my 
viewpoint has altered. Now, when 
my mail yields a gadget or two, I 
carefully tuck them away in my coat 
pocket to take home to the girls. I 
even do as my boss did and try to 
beg another one from anyone at our 
agency who might have received the 
same mailing. After all, I do have 
two girls. 


>The subject of gadget letters has 
been discussed in this and other 
magazines at considerable length. 
But the aspect my story illustrates 
has been neglected. 

At most, the user of gadgets ex- 
pects to merely “snag” the attention 
of his reader and to postpone the 
inevitable trip to the wastebasket. 
If his gadget is especially relevant 
to his message (the mystery flowers 





letter started out, “Talk about rapid 
growth .. .”), he hopes to make his 
point more emphatic. He may even 
hope the gadget will be kept as a re- 
minder of that message. But I doubt 
if he dreams of a situation in which 
his mailing becomes the center of a 
polite scramble for possession—cer- 
tainly a not undesirable situation 
from his point of view. 

He can, and you can, achieve such 
enviable success for the gadget mail- 
ing if you apply this simple test: 
Will my prospect want to take it 
home to his kids (or his grandchild, 
nephew, niece or neighbor’s child)? 
If you don’t feel qualified to judge, 
try your question on the nearest 
father. You'll get an answer and 
probably have to give up your sam- 
ple if it’s an affirmative answer. 


>A few weeks ago one of the big 
women’s service magazines went to 
considerable pains with a novelty 
mailing. It sent out, carefully boxed, 
a miniature loaf of real bread in a 
familiar, nationally advertised wrap- 
per and a tiny jar of honey. The 
accompanying promotion piece made 
an appropriate selling point of the 
“money-honey” Mother 
rhyme. 

All morning long people at an 
agency were stepping into each oth- 
er’s offices displaying the treasures 
and trying to talk neighbors out of 
their kits. The agency chief made 
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Just running your fingers through this Kit 
of 1,000 STOPPERS (gimmicks), generates 
a warming influence upon your cerebral 
chemistry. In a matter of seconds, ideas 
begin to bubble into a pattern of organ- 
ized excitement—and you are ready to whip 
a winning sales letter into shape. Kit 
contains 1,000 STOPPERS, 50 copy and 


promotion ideas, dozens of examples of 
sales letter showmanship in action. All only 
$12.75. You must be pleased or vour money 
back 


The only service of its kind. Issued 
monthly, it offers an exciting profusion of 
original copy and promotion ideas, sea 
sonal slants, dramatic captions, impact tie- 
ins and illustrations, starting paragraphs, 
plus samples each month, of the newest 
and most dramatic STOPPERS (gim- 
micks). Only $12 per year. Satisfaction 
guaranteed or your money back. Send your 
subscription now and receive Special Bonus 
Packet of 77 Copy and Promotion Ideas, 
plus newest Samples, FREE. 


Write for free catalog on your business stationery. 


A. AUGUST TIGER 


545 FIFTH AVE., NEW YORK 17, WN. Y. 
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she handles ali the details 


Let Marie handle your complete mailings 
— including multigraphing, mimeograph- 
ing, addressing, fill-in on multigraphed 
letters and planographing. 


Marie keeps your Mailing List up-to- 
date too and frees you from all the detail 
work. 


Direct mail has been our business for 25 
years. We pick up your rush copy, give 
quick service, do accurate work and 
guarantee prompt delivery. 


The Lidlew Sif 


431 S. Dearborn St. © Chicago 5, Illinois 
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the rounds trying to coax a second 
bread and honey set out of his min- 
ions so that each of his two grand- 
daughters could have one. At last 
report he was still without the sec- 
ond set. 

What are some gadgets that may 
add this bonus of value to your mail- 
ings? Here are a few that I remem- 
ber—and have carried home: 

e A simple little jig-saw puzzle in 
a cellophane envelope. It consisted 
of about a dozen pieces and when 
put together delivered a potent sales 
message as well as creating the face 
of a tv personality. 

e A piece of plain green cardboard 
with instructions to dip in water to 
reveal a secret message. The mes- 
sage, incidentally, did a pretty good 
job of selling the sponsor’s service. 
e A packet of two or three pellets 
that grew, at the touch of a match, 
into long snakes. We called them 
“Pharaoh’s Serpents” when I was a 
kid. I hadn’t seen them for 30 years. 
My girls got an enormous kick out 
of watching them grow. 

e A gold-colored medal, complete 
with a pin, that carried in flourishy, 
Spencerian script the legend, “Never 
underestimate the power of a wom- 
an.” I managed to get hold of a sec- 
ond one of these and both my girls 
have helped a magazine spread its 
famous slogan still further. 

e A bent wire puzzle that pointed 
up a message to puzzled buyers. 

e A card with a large drawing of 
a man’s head, distinguished for the 
fact that his eyes were two shining 
pennies. 

e A tiny hammer, one-piece 
moulded of what I suppose was zinc. 
I remember that it was intended to 
“drive home these facts.” 

e Several different desiccated trifles 
(some simple squares, some die-cut 
shapes) that grew to amazing size 
when dropped in water. 

e A doll-size pair of plastic spec- 
tacles that are now adorning a doll 
at our house. 

e A small magnifier of moulded 
plastic; lens, handle and all. 

Each of these and dozens more 
have been received, admired and 
carried home to continue as remind- 
ers of the advertiser’s sales story. 
The potential list is practically 
endless. 

If you use gadgets why not test 
them for child-appeal? If they pass, 
you will guarantee longer life, more 
penetration and a bit of good will 
for a large percentage of your mail- 
ing. In mighty few cases will the 
selection of a _ child-appeal-tested 
novelty weaken its effectiveness 
with the adult addressee. We’re often 
assured there’s a bit of the child in 
the oldest of us—gadgets seem to 
prove it. 44 





Portable . . This new Addressograph 
machine weighs only 19 Ib.; uses stand- 
ard Addressograph plates. 


Small, Portable Machine 
Offered by Addressograph 


A new Addressograph machine 
weighing only 19 lb. and occupying 
less space than an ordinary type- 
writer has been introduced by Ad- 
dressograph- Multigraph Corp. 
(Cleveland). 

Known as Addressograph Model 
30, the new machine features a long- 
life carbon ribbon that produces fine- 
line printing and keeps plates, files 
and hands clean, according to the 
company. 

The new model, which uses the 
Addressograph plate, is designed for 
departmental requirements in large 
businesses as well as for the repeti- 
tive writing needs of every business. 
Standard equipment includes an au- 
tomatic plate feed with automatic 
refile in original order and visual 
selection of plates to print or not to 
print when a run is being made. 

Additional details are available. 


For your copy circle No. 316 on the 
Reader's Service Card inside back cover 


List Swapping Service 
Offered Direct Mailers 


In order to make it easy for mail- 
ers to “swap” lists, a new service, 
the “Mailing List Exchange” (New 
Rochelle, N. Y.), has been set up to 
act as a clearing house. 

Lists totaling more than 3,000,000 
names have been registered, and 
most of them are clean and up-to- 
date, according to the Exchange. Be- 
fore a “swap” is arranged between 
two lists, both owners must approve. 
Exchanges are arranged for compet- 
ing as well as non-competitive or- 
ganizations. 

The Mailing List Exchange charges 
a fee of $3 for each 1,000 names 
actually exchanged and rentals are 
arranged at the customary 20% 
broker’s fee. 

Further details are available from 
the Mailing List Exchange service. 


For your copy circle No. 317 on the 
Reader's Service Card inside back cover. 
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"Free-one can 
Gleemo Cleanser 
regular size" 


Special Value 


Regular price $4.50 
with Giant Pkg. 
69¢ 


Sale price 3.50 
Save 1.00 
value. 


Extra Choice Quality Round Steak 87¢ lb. 


Aged for tenderness and flavor. 


Dotty Rocker Brosse & Slackwell 


CAKE MIX Fresh cucumber siices 


Chocolate, White 
& Yellow 


3 for 89¢ 


10 oz. can 19¢ 


May 


A. B. C. Corn Thins 


for snacks and 
parties 


onnaise 


69¢ per qt. \ 


A new item 
9 oz. pkg. 29¢ 


— 


Butter 


Eggs 
Grade A 


Peterson's 


Rose-Brand large white 


DOLLAR clin BOpIS 


So Sedar Sponge & Mop 


Have it cut thick 
for swiss, medium for frying or thin for rolling. 








Gliffer Tooth Paste 
34 oz. tube 
47 


5 oz. 


PUFFO 


for baking & 
frying 


3 1b. can 87¢ 


Bathroom Tissue 


1000 sheet roll 
green - blue - peach 


yellow 
1 lb. 69¢ per dozen 59¢ 
quarters, 4 for 59¢ 
} 
9 (A Sean's Country Charm Milk 
« \© os 2-4 gal. cartons 75¢ 
x takes less room in refrigerator 
a © ae 


TOM'S SHOP 


CA1-3245 


205 LANE 


A new professional advertising 
service for the small grocer who 
relies on handbills is being provided 
to more than 700 stores by the Pet 
Milk Co. (St. Louis). 

The company is offering a series 
of partially completed mimeograph 
stencils that are accompanied by 
suggestions for full-page layouts. To 
complete the stencil, the grocer need 
only fill in his own price specials 
and his store name and address. 

The service cuts one to several 
hours off the time grocers have to 
spend preparing weekly handbills, 
according to Robert A. Buck of Pet 
Milk’s advertising department. In 
addition, the grocer gets the benefit 
of eye-appealing artwork and layout 
which, when possible, tie in cleverly 
with holidays and seasonal events. 


>The idea was devised by Pet Milk 
in collaboration with A. B. Dick Co. 


lmeograph 
tencils tHelp 
et Milk 

erve Grocers 


When you’re preparing advertising aids 
for retailers, it frequently pays to start 


from their own level and then do what you can 


(Chicago), manufacturer of dupli- 
cating equipment and supplies, and 
its St. Louis distributor. 

A package of 13 stencils and sug- 
gested layouts, one for each week, is 
sent to grocers every three months. 

“The average grocer who uses 
handbills does not have the time or 
the training to create an eye-catch- 
ing sales piece,’ Mr. Buck explained. 
“He’s likely to make a price list and 
let it go at that. Our stencil gives 
him a timely theme to carry his price 
list.” 


> Response has been enthusiastic. 
When Pet Milk started the service 
last year, it estimated that about 500 
grocers would use it. The list grew 
to 750 by the end of 1954, and the 
company expects that 2,000 will be 
using the stencil by the end of this 
year. 

“There are small 


many stores 


to help out. An excellent example of this 
is an unusual advertising service for the 
small grocer developed by Pet Milk Co. 


which can’t afford newspaper space. 
Others supplement weekly 
paper 


news- 
advertisements with mimeo- 
Buck ex- 


graphed handbills,’ Mr. 
plained. 

Techniques of distribution vary. 
Many grocers mail handbills to all 
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Starter .. . With this design already cut 
on the stencil furnished by Pet Milk, 
Tom’‘s Shop quickly completed the hand- 
bill shown at the top of page 
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@ Envelope compartment is integral 
construction ... not pasted on... 
can’t snag or pull loose. 


@ Safety Signal Flap exclusive with 
Du-Plex warns not to overlook 
letter on face. 














@ Write for Du-Plex samples and 
prices .. . No obligation! 


ie 


ONVELOPE CORPORATION 


3026 FRANKLIN BLVD., CHICAGO 172, ILL 
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5,352 ADVERTISING AGENCIES 
2,075 ADVERTISING MEDIA 
534 misc. 
GENERAL, INDUSTRIAL, NATIONAL AND 
13,446 LARGE LOCAL ADVERTISERS 


21,407 MANAGEMENT PROSPECTS 
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FOR CHANGE OF PACE 
IN YOUR DIRECT MAIL 
Promotion managers get 
low-cost results from 
iant 
letters. Your letter- 
head, message, signa- 
ture reproduced big. 
Mailed to customers, 
prospects in giant en- 
velope. 18 pt. jumbo 


Fast details from S. J. Nardone 
MAILOGRAPH Dept.._12 
39 Water St. NYC 4 (our only 
address). Charter member MASA 
Member DMAA. 
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In Season . . 
designs show how Pet Milk helps small 
grocers tie in seasonal events with store 
values. Pet Milk is ‘’special’’ every week. 


. Typical handbill stencil 


residents; others hire boys to dis- 
tribute them. They are also put in 
shopping bags at the store. 


>Pet Milk, as well as other food 
manufacturers, for years has offered 
mats and other printing services to 
grocers who advertise extensively, 
Mr. Buck explained. But the com- 
pany realized there was a bigger 
need for advertising aid to small 
grocers. 

Stencils for the store’s own hand- 
bills were selected because nearly 
every grocer has access to a mime- 
ograph. 

One Texas grocer told the com- 
pany that his mimeographed hand- 
bills have proven invaluable. He 
had previously thought of using 
mimeographing but put it off be- 
cause he thought too much time 
would be involved. 

Using Pet Milk’s suggested lay- 
outs, he spends only 30 minutes to 
an hour a week preparing a first- 
class promotion piece, since the 
technique of hand-lettering is easily 
learned. 


>Each Pet Milk stencil carries a 
drawing and headline at the top. If 
possible, these tie in with a holiday. 
For the week of Washington’s Birth- 


day, the headline says, “With Our 
Little Hatchet We’re Chopping Food 
Costs Way Down.” There is a car- 
toon of a grocer in colonial costume 
chopping down a cherry tree. 

Each stencil has a drawing of a 
Pet Milk can and space for the price. 
Only the top third of the stencil 
actually is prepared, but an accom- 
panying layout sheet shows the 
grocer how he can prepare the bot- 
tom two-thirds to blend with the 
top message. 

The stencils are distributed 
through 300 Pet Milk field sales rep- 
resentatives. They are also available 
from company headquarters. 44 





Booklet Tells How To Get 
‘Personal’ Touch in Mail 


How to inject the “personal” touch 
in repetitive correspondence on di- 
rect mail promotions is the subject 
of a new booklet, “Quality with 
Quantity,” offered by American Au- 
tomatic Typewriter Co. (Chicago). 

The booklet points out how per- 
sonal letters can be used on a vol- 
ume basis with automatic typing, and 
covers these subjects: 

e The advantages of the personal 
letter. 

e Cost comparisons of automatically- 
typed and hand-typed letters. 

e How to write Auto-typed letters 
for quantity use. 

e The carbon copy follow-up tech- 
nique. 

e Information on the personal reply 
card. 

The booklet also includes a sec- 
tion on inquiry reply letters and how 
to use them, as well as a list of more 
than 45 ways Auto-Typist person- 
alized letters are used in institutions, 
business and industry. 


For your copy circle No. 318 on the 
Reader’s Service Card inside back cover. 


7,000 Lists Included 


In Hofheimer Catalog 


Descriptions of some 7,000 U.S. and 
Canadian lists, compiled under 23 
headings, are included in the 1955 
catalog issued by Fritz S. Hofheimer 
(New York). 

Not many types of lists have been 
overlooked in this compilation, which 
includes such listings as 11 chalice 
manufacturers, 405 cider makers, 25 
Christadelphian clergymen, 16 waffle 
iron manufacturers, 5,500,000 home 
owners living in their own homes, 
107 lobster canners, 45,965 ironmon- 
gers and many, many others. 

The catalog, which includes prices, 
etc., is available from Fritz S. Hof- 
heimer, 28 E. 22nd St., New York 10. 
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Poster Stamps 


.-- G0 promotion medium 
of popular appeal 


By Herman Jaffe 


Graphic Arts Consultant 
New York 


The little poster stamp has proven 
itself a producer of big returns. Pos- 
ter stamps are just a concentrated 
version of large posters—perhaps the 
oldest, most dramatic and most di- 
rect form of advertising. 

Poster stamps are in a distinct 
class by themselves as a medium of 
advertising and promotion. They 


have a personality and appeal that 
is magnetic. And they are so versa- 
tile, since just about anything can 
be portrayed on them, that they have 
the power to popularize and put over 
a cause, issue or a product. 







_ ’ 3 
Caddller SV048 


22008 


Many poster stamps rank as works 
of art and rate as collector’s items. 
Because of their educational value, 
they enjoy a reception and accept- 
ance accorded few advertising me- 
dia. Poster stamp collecting is as 
enthusiastically pursued by millions 
of young and old as postage stamp 
collecting, which rates as America’s 
No. 1 hobby. In fact, the former 
reaches a bigger audience because 
they are made available without cost. 
Once the word gets around that such 
and such a company has issued a set 
of poster stamps, the news travels 


like wildfire. 


> Today, the poster stamp is an es- 
tablished and respected medium of 
advertising and publicity. In many 
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instances, it forms an integral part 
of a promotion program, for poster 
stamps have proven time and again 
their ability to pay off extra divi- 
dends. Users are vastly pleased be- 
cause they require such a compara- 
tively small initial investment. 

Some of the well-known advertis- 
ers who have used poster stamps 
with marked success are Armour & 
Co., Union Pacific, Seagram, Fire- 
stone Tire & Rubber Co., John Han- 
cock Mutual Life Insurance Co., 
Borden Ice Cream, Whitman Candy, 
RCA-Victor, Jewel Food Stores, 
Sinclair Oil, etc. 

Poster stamps have become an im- 
portant phase of many charity ap- 
peals—they are the power behind the 
drive, the device that collects dollars. 
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That's why we at 

NORTH AMERICAN LITHOGRAPH, INC. 
let performance, service, depend- 
ability and economy speak for 
themselves. That’s why we don’t 
alibi— we deliver! That's why 
customer satisfaction with high- 
grade production at low cost is 
our service aim and our greatest 
sales point! Try us, won't you? 


SUPERIOR 7-8980 


NORTH AMERICAN 


LITHOGRAPH, INC. 
360 E. Grand Ave, Af 


Chicago 11. 
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An unusual resource of |! 
ideas for visual aids, sales 
presentations, binders, 
merchandise kits, and 
catalogs ... the 


SLOVES IDEA FILE 





the SLOVES IDEA FILE offered only to 
executives in Sales, Advertising, Mark- 
eting, Publishing and the Graphic Arts. 

Distributed free—this famous photo- 
reference-card and sample file may be 
obtained by request on your company 
letterhead, attention Dept. ar. 


SLOVES 


MECHANICAL BINDING Co. | 
601 West 26 St., New York City 1 l 
AL 5-2552 i 


© 
— 
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Author Jaffe and friend 
. a message that sticks. 


Once an organization starts issuing 
stamps, it never stops—because of the 
profits and good will that accrue. 


>There are some impressive facts 
available in connection with the Tu- 
berculosis Seal poster stamps used 
during the Christmas season. These 
have set a unique precedent in this 
field of operation—a third of a billion 
dollars has been grossed by the sale 
of these poster stamps during the 
past 46 years. In 1954 the net revenue 
derived from their sale amounted to 
$24,000,000. Compare that 1954 figure 
with the sales for the first year, when 
the idea for Christmas Seal poster 
stamps just got under way. The fig- 
ure was $135,000 in 1908, but ever 
since the annual total has kept 
climbing year after year. 

Other welfare and charity organ- 
izations have profited by this inspir- 
ing precedent by making use of this 
medium, which combines prestige 
and dignity with a forthright appeal. 
Among the groups are Father Flana- 
gan’s Boys Town, Sister Kenny 
Foundation, Federation of Crippled 
& Disabled, as well as veteran groups 
such as the American Legion and 
Veterans of Foreign Wars. 


>Another spectacular instance of 
the use of poster stamps is the “Met- 
ropolitan Miniatures” issued by the 
Metropolitan Museum of Art. It was 
my privilege in 1947 to create and 
launch this far-reaching educational 
project. Today, this has grown into 
a formidable operation, so big that 
it is handled by the Book-of-the- 
Month Club. 

Through these “Metropolitan Mini- 
atures,” issued monthly, an individ- 
ual secures an informative close-up 
of phase after phase of the museum’s 
vast art collections. Paintings, tapes- 
tries, mosaics, sculpture, etc., are re- 
produced in full color, and each 
stamp album contains a story giving 
pertinent facts about the life and 
times of the artist along with the 
history and significance of the object 
featured on each stamp. This device 










has intensified art appreciation. It 
has pre-primed those who visit the 
museum to understand and fully en- 
ioy what they are looking at and has 
done much to educate the casual art 
drifter. Thus, a great museum has 
been brought to the people and art 
has become democratized. Due to 
these “Miniatures,” attendance at the 
museum has increased year by year 
and this great institution has as- 
sumed a more vital role in our na- 
tional cultural progress. 


>For more than 30 years, the Na- 
tional Wildlife Federation has bene- 
fited no end from its sale of poster 
stamps. These feature various forms 
of wild life in natural habitats. Wild- 
life stamps have performed a triple 
role of: 

1. Focusing national attention on the 
perils facing our country’s natural 
wildlife resources. 

2. Raising funds to remedy immedi- 
ate dangers. 

3. Becoming a great educational in- 
fluence. 

This project is given yearly con- 
tinuity by the annual issuance of a 
new sheet of stamps presenting 
groups of related subjects. 

The National Audubon Society has 
just followed in this successful pat- 
tern and its contributing greatly to 
our nation’s nature education 
through its poster stamps of various 
species of birds that fit into attractive 
brochures. These stamps are exe- 
cuted with a high regard for authen- 
tic detail and have great beauty. This 
project has met with such response 
that it was found necessary to engage 
Nelson Doubleday Ince. to act as dis- 
tributing agents. 


>Simon and Schuster, which ranks 
among the most progressive publish- 
ers in the country, has profited by 
poster stamps. One of the company’s 
best sellers is the “Golden Book of 
Automobile Stamps.” This book con- 
tains 60 pictures in fuil color of old 
and new cars ready for mounting. 
The text consists of a running story 
on cars in general. A constructive 
touch in this book is the presence of 
line drawings of cars represented on 
poster stamps. Children can color 





“Him? Oh, he’s one of our stone men.” 








these like the originals. The book 
sells for only 50¢ and is only one of 
some 15 poster stamp books that 
Simon and Schuster has published. 
They cover airplanes, presidents, 
historical figures, trees, birds, dogs, 
etc. 

The Sinclair Refining Co. struck 
oil, promotion-wise, with its “Early 
American Car” stamp album. It was 
a beon and boom to business and 
made both the company’s service sta- 
tions and customers very happy. The 
set comprised 20 poster stamps show- 
ing memorable models in color. 
These were divided into five packets 
holding four each, and thus a motor- 
ist was induced to make five succes- 
sive visits to complete the set. Dur- 
ing the period of this promotion sev- 
eral million albums were distributed 
and service stations were enabled to 
make better friends of regular cus- 
tomers as well as win many new 
ones. 

The American Oil Co. has also 
found poster stamps an invaluable 
selling tool and good will builder. A 
notable example was its series on 
American presidents, one of several. 
In two years’ time, two hundred mil- 
lion of these poster stamps were dis- 
tributed with albums through Amo- 
co service stations. These stamps also 
provided interesting themes for ads 
with inducements to patronize local 
service stations. 


> Motion picture producers, quick to 
realize the display value and show- 
manship offered by poster stamps, 
have used them time and again with 
rewarding results. These have proven 
most effective in popularizing new 
stars and enhancing the glamor of 
those already established. 

Annual state fairs use poster 
stamps to herald their arrival. They 
also give fanfare to trade fairs and 
industry exhibits. It may also be 
mentioned that poster stamps are 
utilized in many countries to pro- 
mote business, good will and inter- 
national understanding. 

Political campaigns have provided 
ideal subjects for poster stamps. The 
picture of a candidate on one of these 
persuasive adhesives introduces his 
image into countless places that other 
appeals might never enter. A poster 
stamp gives a political candidate the 
psychological stamp of approval and 
endows him with an historical sil- 
houette. 


>Business anniversaries have 
proven perfect occasions for the issu- 
ance of poster stamps that tell the 
story of a firm and introduce its 
products. 

One of the most difficult tasks, that 
of increasing Sunday school attend- 
ance, has been accomplished by the 
use of poster stamps. These are made 













IT TELLS! 
IT SELLS! 


In Vertical or 
Horizontal Styles 


Present 
your best case 


with the New || "Executive-Aid” 





Catching and holding your prospect's attention is the best way we know of to 
make a sale. And the new “Executive-Aid’’ helps you do just that. 


It's so versatile . . . perfect for any number of presentations of your product 
and/or sales story. Pages may be added or removed instantly, and sequences 
altered without a moment's delay. 


As portfolio specialists for agencies, manufacturers, and publications during 
the past 40 years, we consider the new ‘‘Executive-Aid” one of our finest efforts. 
Hard bound, with a distinctive leatherette cover, it is custom made to your size 
and color specifications. Small enough for you to carry easily, it’s big enough to 
pack the wallop you need to clinch the sale. And the price . . . just right for even 
the smallest budget! Call or write us today! 


Sell your ideas graphically 


e New Business Presentations e@ Dealer Sales Tools e Graphic Studies 
e Management Conferences 


SERVICE BINDERY, Inc. 


and subsidiary 


MOUNTING & FINISHING CO. 


2241 South Wabash Avenue 
Chicago 16, Illinois 
CAlumet 5-3224 





- « « for more detail circle 420, page 103 





/’M A PICTURE BOOK IN 4-COLOR 


CARTOON TECHNIQUE... DOING 
A JOB FOR OSTER! 


Paar tt PC Tait 
READERSHIP || COMMUNICATION | LOW COST 






We were FIRST, in 1936, 
to introduce this tech- 

Whe. 7 POPPER & Co. nique to national advertis- 
é a ers! We've been leaders 

“Color Printers Since 1893 ever since! Ask for sam- 
NEW YORK: 148 LAFAYETTE STREET SS on a oe 


from idea to finish for the 
Phone CAnal 6-4450, Teletype N. Y. 1-400 Nation's leaders! 
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for less than 1'A¢ apiece! 


Made from your transparency 
or art work, Crocker 
four-color postcards with the 
exclusive Mirro-Krome 

finish are a must for direct- 
mail advertising and sales 
promotion. For information, 
samples and price list write 

to the nearest Crocker office. 
Dept, A-8-A. 


H.S. CROCKER CO., INC. 


SAN FRANCISCO, 720 Mission 
LOS ANGELES, 2030 E. 7th 
CHICAGO, 350 N. Clark 

NEW YORK, 23 E. 26th 
BALTIMORE, 1600 S. Clinton 
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it takes talent... 


When Michelangelo created his 
famed sculptures, talent was re- 
vealed in every magnificent line. 
And when Eureka creates a pre- 
mium promotion, talent is reveal- 
ed in every phase of design and 
production. 50 years of experi- 
ence enable us to turn out the 
type of campaign that is truly ‘‘at 
a premium’’...stamps, coupons, 
catalogs and collection books that 
are individual works of art! Con- 
sult us for the profitable answers 
to your premium problems! 


Uat 4A 
EUREWAS 


EUREKA SPECIALTY PRINTING CO. 
592 Electric Street, Scranton 9, Pa. 
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up to illustrate various episodes in 
the Bible. Children just can’t wait to 
get the next and the next and the 
next to place in albums supplied by 
churches. 

The food store division of the 
Jewel Tea Co. depicted the history 
of Chicago in a series consisting of 
an album with 100 poster stamps. 
During the first three days, 100,000 
albums were given away. Sales of 
food items tied in with the distribu- 
tion of the poster stamps skyrock- 
eted. In many cases, previous sales 
records were completely shattered. 

Today, premiums have become an 
essential part of merchandising. Pos- 
ter stamps make ideal premiums, for 
they are economical, entertaining 
and desirable. They offer tremendous 
value to the user. Perhaps the great- 
est asset in the favor of these poster 
stamps is that they have what it 
takes to make a message stick. 44 




























Krengel Press . . . This easy-to-operate 
hand printer, produced by Krengel Mfg. 
Co., can print post cards, price tags, 
memorandums, advertising circulars and 
other materials. 


Krengel Printer Prints 
Post Cards At Low Cost 


The Krengel printing press, which 
produces various types of printed 
material such as circulars, labels, 
post cards, memorandums, notices, 
price tags, etc., has been announced 
by Krengel Mfg. Co. (New York). 

According to the company, the 
compact press operates by flipping a 
handle which moves the ink pad to 
post card or paper. Constructed of 
cast iron, the printer is available in 
five sizes, all of them suited to office 
use. The company says the easy-to- 
operate press can turn out quantity 
printing at low cost. 

Both illustrations and printed 
words are possible with this press. A 
mounted rubber die reproduces ad, 
insignias and other copy. Baselock 
interchangeable type, in all point 
sizes and fonts, can be used to com- 
pose any message. 

Additional information on the 
printing press, rubber dies and Base- 
lock type is availabe. 


For your copy circle No. 319 on the 
Reader’s Service Card inside back cover. 








Ra 


our specialty for 30 years! 
e HARD JOBS preferred 
(Folded or Bound ) 


e 100 to 1,000,000 or 
more 


e Will store entire job 
and imprint as needed 


yas Mail sample for Quotation or 
Phone us to Call 


Ph. CHesapeake 


Sersen’s 3-2050 


Imprinting, Inc. 
17 N. Loomis, Chicago 7 
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MAKES A 
“SHOWCASE” 
for more effective 
impressive reports 
presentations, sur- 
veys, manuals, etc 














Clareport* has a durable, trans- 
parent plastic front cover and a back 

of Strathmore Beau Brilliant cover 
stock in 8 smart colors. Holds standard 
11”x81” sheets (special sizes to order) 






Send for FREE sample and prices, now! 


e We specialize in custom-made easel binders and 
presentation binders. Your problem solved quickly 
and inexpensively. 


WRITE, WIRE OR PHONE—DEPT. AR-8 


BELFORD Company, Inc. 


317 W. 47th Street 
New York 36; N. Y. @ Plaza 7-5950 





Let us prove how the 


WORLD’S HANDIEST TYPE BOOK 


saves you 40 minutes a day... 


If you specify type, send us a postal and we will 
mail you a copy for ten days free trial. Use the 389 
transparent overlay alphabets on your own work. 
It is free if you place $100 worth of work with us. 


F.H.Bartz 112-114 W. Kinzie St., Chicago 10, lil. 


. . for more details circle 353, page 103 





“Slipvision” Ad Technique . . . By pulling 
out a tab in this insert ad, the reader 
moves a section of the page, changing 
copy and illustration blocks. 


‘Slipvision’ Technique 
Dramatizes GE Insert 


A unique development in adver- 
tising inserts (see “What’s New in 
Magazine Inserts,’ AR, March ’55) 
is the use of a “slide rule” technique 
by General Electric Co. (Schenec- 
tady, N. Y.) in the June 13 issue of 
Aviation Week. 

GE designed a four-page, two- 
color center spread insert that uti- 
lized a “pull-out” tab to dramatize 
three of its aircraft instruments for 
both commercial and military planes. 

GE calls its ad technique “Slip- 
vision” (registered trademark), and 
uses the technique on the third page 
of the insert. 


>The center 8” of the 8x11” page 
contains a_ two-page lightweight 
tipped-on piece. This piece is divided 
into three panels, each of which is 
die-cut in two places. The tipped-on 
piece is closed on three sides, with 
only the right hand side open. 

Inserted into it is another light- 
weight sheet with pictures and copy 
about the three instruments being 
described. At the center of the right 
hand side is the pull-out tab, plainly 
marked, “Lift and Pull.” 

A first look at the third page of 
the insert shows the three instru- 
ments — panel voltmeter, per cent 
rpm indicator and three element 
indicator — with appropriate copy. 
When the reader pulls out the tab, 
he moves the inside page and sees 
interior cutaways of the three instru- 
ments keyed to explanatory copy 
featuring special features of them. 
Paper hinges hold the inside page 
so it can be moved back and forth 
but will not be pulled entirely out. 

The other three pages of the insert 
emphasize GE’s role in research, en- 
gineering and manufacturing of air- 
craft instruments. 

The company plans to merchandise 
the ad to key aviation officials. 44 











the product being presented may be anything but glamorous, the 


In advertising, 


g 


—pbut a little dab of imagination in design and in printin 


message only ordinary 


sales-compelling force. At 


D F KELLER COMPANY imagination carries still further. It guards the customer 
against careless work. It anticipates pitfalls; it eases the burden of advertising 


transforms the advertisement into a sparkling, 
manager or production chief. It continual 











ly raises queries; it goes beyond 


's is in the hands of 
a design-conscious, imaginative organization which will care for it 


the customer's okay in responsibility. Your job at Keller 
AS YOU YOURSELF WOULD. 


sounsan 


Ask on your letterhead for our free tint guide 


or KELLER 


PRINTERS WITH IMAGINATION 


3005 FRANKLIN BOULEVARD ¢ CHICAGO 12, ILL. 


printers 
designers 
lithographers 
typographers 
binders 
shippers 
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AR Reaches Out... 


to more advertising agencies than any other 


publication. If you sell advertising services, 
equipment or supplies to or through agencies 


AR is All Right... For You 
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1000 FULL COLOR 
CHROMAX PRINTS 


8%" x 11” size on 80+ Kromekote 
$240.00 for 2,000—8'2 x 11 
$360.00 for 5,600—8'2 x 11 


Made from 4” x 5” or 5” x 7” color 
transparencies, same as or enlarged. 
8” x 10” contact. Special 1212” x 16”. 


Not a fake process! Chromax Color 
Prints are the result of years of re- 
search by Eastman Kodak and photo- 
graphic technicians. 
3 to 4 Weeks Delivery on 
500 to 5,000 Quantities 


Special price on 1 week delivery—Write 


Hundreds of Profitable Uses 


Catalog Inserts Brochures 

Window Displays Magazine Inserts 
Sales Portfolios Technical Reports 
Reprints . . . Covers Instruction Manuals 


Send for FREE SAMPLES 


Price List and Detailed Information 


CHROMAX Corporation 


Specialists in Short-Run Quality Color 
Lithography . . . Phone BAltimore 2500 


1819 Holmes St., Kansas City, Mo. 
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Something to 
SPOUT about 


Every issue of ADVERTISING RE- 
QUIREMENTS overflows with the 
kind of know-how and know-why 
that leads to better promotion, pro- 
duction, and merchandising. It’s al- 
ways timely and comprehensive, 
covering every non-media advertis- 
ing function. It’s a complete guide 
for you and your staff to all the 
things an advertising man must 
handle in addition to placing space 
or buying time. Use the handy 
postage-paid reply card in the front 
of this issue to subscribe now. 


AADVERTISING 
REQUIREMENTS 


200 E. ILLINOIS ST. * CHICAGO 11, ILL. 
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Fabric Transfers Shown 
In Kaumagraph Brochures 


Two transfers for use on fabrics 
are described in companion bro- 
chures by Kaumagraph Co. (Wil- 
mington, Del.). Prestomark labels 
which have colored designs im- 
printed on fabric are used princi- 
pally for product identification. The 
thermo-adhesive backed labels are 
applied with hand irons. Brochure 
illustrations show the use of these 
transfers as trademarks, labels and 
commercial linen identification, as 
well as for applique design. 

Multi-color dry transfers, mar- 
keted under the registered trade 
name of Decoraids, employ a simple 
stamping technique with heated 
irons to print designs on fabrics. 
Currently Decoraids are being used 
on items such as T-shirts, sleepers, 
aprons and tablecloths. 


For your copy circle No. 320 on the 
Reader’s Service Card inside back cover. 


Reference Book . . . Booklet tells if basic 
colors are adequate to carry. 


Tint Guide Is Aid 


For Advertising Men 


A handy reference booklet for the 
advertiser or agency man who wants 
to know what happens to basic colors 
when they are screened, reversed, 
double-printed, over-printed or used 
in various screen combinations is 
offered by D. F. Keller Co. (Chi- 
cago). 

Called “Tint Guide,” the booklet, 
by Willard Grayson Smythe, art in- 
structor and commercial artist, is a 
plastic bound book with 12x1034” 
pages. It contains a simplified array 
of common colors and black in tints 
of 133 line screen on both offset and 
enamel stock, and is so designed 
that it tells at a glance whether these 
basic colors are adequate to carry 
in almost any situation. 

According to Howard J. Keller, 
president, D. F. Keller Co., “The 
book is not an attempt at a color 
guide” but takes a very practical 
approach to common color problems. 


For your copy circle No. 321 on the 
Reader’s Service Card inside back cover. 


Huge .. . This giant mailing piece, be- 
lieved to be one of the largest ever sent 
through the mails, was used by New Cen- 
tury Homes Inc. (Lafayette, Ind.) to 
reach house builders and contractors in 
the Midwest. Prepared by Poorman-Butler 
& Associates (Muncie, Ind.), the folder 
just fit a 19 Y2x24"’ hand-made envelope, 
which was addressed by hand. The giant 
folder was used as a teaser for a tipped-on 
eight-page brochure. The entire job was 
printed by Haywood Publishing Co. (La- 
fayette) . 


New Plasti-Plate Process 
Is Applied After Binding 


A new process of applying liquid 
plastic to catalogs and booklets after 
they have been stitched and trimmed 
has been developed by Plasti-Plate 
Inc. (Peoria, Ill.). The plastic coat- 
ing and baking equipment will coat 
the front and back sides of booklets 
or other printed matter simultane- 
ously. 

The application method eliminates 
the necessity for separate stock, 
press plates, press runs, folding and 
gathering, which would be required 
if different types of cover and body 
stocks were used. Thus, the high- 
luster cover on a “self-cover” type job 
costs as low as l¢ per book for both 
front and back cover. 

In addition to protecting booklets, 
the company states that Plasti-Plate: 
e Weather-proofs 
signs. 

e Protects field signs. 


e Adds eye-appeal to point-of-pur- 
chase displays. 


truck and bus 


e Keeps labels and cartons factory- 
fresh. 
e Protects menus from smudges. 
The price for coating one side of 
1,000 sheets, 10x10”, is about $16, and 
it costs about $150 for one side of 
1,000 sheets, 36x68”. 
Further details on Plasti-Plate are 
available. 


For your copy circle No. 322 on the 
Reader’s Service Card inside back cover. 





Dealers have put their imaginations 
to work in developing many unusual 
uses for a giant replica of a Johnson 
Sea-Horse outboard motor. 


GIANT OUTBOARD MOTOR SPURS 


Dealer Ingenuity 


By Jerome C. Martin 

Assistant to the Advertising Manager 
Johnson Motors 

Waukegan, Illinois 


Did you ever see an outboard 
motor 6’ tall? 

Most people haven't, and that is 
the reason why Johnson Motors’ 
giant motor display is such a crowd- 
stopper. 

The display is an extremely accu- 
rate, 61”, 3-dimensional rubber- 
mold replica of a Johnson outboard 
motor, and from only a few feet 
away it looks like the real thing. It’s 
so realistic many dealers report that 
customers ask for information about 
the new Johnson “100 horsepower 
model.” 


>The giant motor was originally 
planned to fill the definite needs of 
the group of Johnson dealers located 
near water fronts and away from the 


high - traffic locations who either 
don’t have window display space 
available or don’t attach the usual 
importance to the space they do 
have. 

The giant motor was created to 
give these dealers a display piece so 
unusual it would gain the maxi- 
mum degree of attention under poor 
conditions. But it was soon discov- 
ered that, while filling the need of 
the dealer in the low-traffic loca- 
tions, the display would do a tre- 
mendous job for all of the Johnson 
dealer organization. 

Although the giant replica was de- 
signed primarily for outdoor display, 
alert Johnson dealers have found 
many varied uses for it. In San 
Diego, Cal., it is mounted on the 
rear of a motor scooter. The scooter, 
which seems to be propelled by the 
giant outboard, appears in parades, is 
used for errands and occasionally is 
just parked on a high-traffic corner. 


“It never fails to draw attention to 
the Johnson product,” the local deal- 
er reports. 


>In many places the 6’ motor rep- 
lica is placed in front of the show- 
room as the cigar store Indians 
formerly were. People stopping to 
examine it cannot immediately tell 
if the model is real. When it is hung 
from a store front, although it still 
attracts questions such as, “Does it 
really run?”, more people recognize 
it as an advertising display. 

At Bemidji, Minn., the home of the 
mythical Paul Bunyan, many manu- 
facturers have donated giant models 
of their product to the “Fireplace of 
States,” a museum for Paul Bun- 
yan’s personal possessions. It is only 
natural for Johnson’s giant motor to 
be included in this collection as “the 
outboard that powered the boat of 
the North Woods’ giant across Min- 
nesota’s thousands of lakes.” It is 
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Versatile Sign . . . The versatility of John- 
son’s giant outboard is indicated by these 
illustrations: 

Left: at the Paul Bunyan museum in 
Bemidji, Minn. 

Above: on a motor scooter in San Diego. 
Center, left: on a sporting goods store. 
Center, right: in a department store win- 
dow (Donaldson’s, Minneapolis) . 


Below, left: on a parade float sponsored 
by Hatfield’s Sporting Goods (St. Joseph, 
Mo.). 


Below, right: Atop Sey! Outboard Motors, 
Boats Inc. (Fox Lake, Ill.). 





seen by over 100,000 recreation- 
minded tourists every year. 


>When it is used in combination 
with the regular line of Johnson Sea- 
Horse motors in a window or floor 
display, the overwhelming size of the 
giant motor draws immediate atten- 
tion. Some dealers have placed it on 
a spotlighted, revolving turntable 
to add the advantage of motion. 

The giant motor is also used at 
many local boat shows as an integral 
part of Johnson’s itinerant displays. 
It stops the crowds every time. 

In another important use, it gives 
dimension to outdoor billboards and 
painted signs: and due to its unusual 
character and the resulting com- 
ments from prospects, helps the 
dealer to alize the value of out- 
door adv sing. 


most rubber-mold dis- 
pla: manufactured from a sin- 
gle two-piece mold, the giant motoi *See how SATIN BANNERS are used by 
is a 22-mold combination. It is national organizations as effective promotional 
thought to be the most intricate tools. Dramatic, colorful, low in cost, they 
three-dimensional display ever cre- invite dealer cooperation and stimulate con- 
ated. The motor is a hard molded sumer buying. Write for your copy of “Add 
shell, 3/16” thick, made of latex rub- Showmanship to Your Salesmanship" — it's 


NATIONAL 
FLAG & DISPLAY CO. 


NATIONAL FLAG BUILDING 


ber with a clay pigment binding. 
It is non-inflammable and because 
it is manufactured from inert mate- 
rials is unaffected by moisture or 
heat. 

The display is supported internally 
by a welded framework of 3,” steel 
rods, %4” steel plates and hollow 
metal pipes. The solidly constructed 
unit weighing 80 pounds is sprayed 
with a metallic paint, outfitted with 
motor decals and shipped ready for 
rigging. 

The display was produced by 
Mold-Craft Inc. (Port Washington, 
Wis.). 


>It is only natural there should be 
a drawback to such a valuable mer- 
chandising aid. The giant motor is so 
real that, if it’s within reach, show- 
room prospects want to operate it. 
If the dealer isn’t careful, broken 
knobs and broken other appendages 
result. 

Johnson has found in the giant 
motor a dealer aid unique in that 
its effectiveness depends on the in- 
genuity the dealer uses in putting it 
to work for him. And the dealers 
who are utilizing the display with 
a maximum degree of showmanship 
find they have a very powerful sales 
tool. 44 


Fluorescent Colors Used 
On Cut-Out Sign Letters 


Anyone who can use cellophane 
tape can make signs quickly using 
new fluorescent cut-out display let- 
ters and numerals offered by Pratt 
Poster Co. (Indianapolis). Made of 


filled with merchandising ideas you can use 


profitably today and all year long! 


43 W. 2ist ST., NEW YORK 10 
ALE HeEe Gmeons Syez0 
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PRINTED, SELF-STICKING, TRANSPARENT 


MAKES YOU BELIEVE 


because these especially created window 


brilliantly colcred, vibrant eye-compelling 
attractions posted quicker, stay up longer, 
sell for you day and night 


loved by retailers—their transparency does 
not block visibility 


versatile—you can post GOODSTIX on 
product, window, wall, door, mirror, any- 
where 


used for interior or exterior purposes .. . 
pressure sensitive tape can go on front or 
back, sides or top and bottom 


available in sizes up to 40” x 24”, from 1 
to 5 colors and in DAY-GLO, too 


actually the lowest cost sign available on a 
“‘per-posting”’ basis 


designed especially for your requirements 
by our point-of-purchase specialists. No cost 
or obligation 


‘eth, 
ae 


IN SIGNS 


posters are: 


GOODSTIX is now available in FULL-COLOR GRAVURE ¥ 
or in DAY-GLO COLORS. Ask for Samples. 


GOODREN PRODUCTS CORP. 


Dept. AR 263-273 WILLIAM ST., ENGLEWOOD, N. J. 
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Another famous 
sign quality built 
by Texlite 






For over 75 years we have been 
furnishing the nation's leading 
companies with quality signs. 
Texlite can furnish you with the 
signs you need — in any quan- 
tity — and do it to your exact 
specifications and complete sat- 
isfaction. Texlite has the most 
modern, most complete sign 
manufacturing plant in America 
for building porcelain enamel, 
plastic and illuminated signs. 
Our services include: 


DESIGN e ENGINEERING 


FABRICATION e ERECTION 
MAINTENANCE 





















in our 76th year 


TEXLITE, INC. 


cK ae) a Dallas, Texas 
Offices in: 
New York, Chicago, re re 


etree ey ah La 


MALL a eee quality 


ees Leyte T Pe ond plastic 


signs for national firms 
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heavy paper faced with bright fluo- 
rescent colors, the cut-outs may be 
mounted individually on window or 
wall to spell out any desired mes- 
sage. 

The cut-outs are available in two 
sizes—9” and 20” high. The small size 
is offered in five fluorescent colors— 
red, green, orange, chartreuse and 
blue; the large size comes in red 
only. They can be furnished to spell 
out any message desired or in com- 
plete sets of 96 characters, including 
letters, numerals, punctuation marks 
and dollar and cent signs. The small 
size set sells for $12.50; the larger 
size costs $22.50. 

A catalog describing the cut-outs 
and other displays is available from 
the manufacturer. 


For your copy circle No. 323 on the 
Reader’s Service Card inside back cover. 


Full-Color Gravure Used 
On Transparent Signs 


Two new developments that 
broaden the use of Goodstix trans- 
parent signs have been announced 
by Goodren Products (Englewood, 
N. J.). 

The first innovation for these 
widely-used acetate signs is the in- 
troduction of full-color gravure, 
which allows for greater reproduc- 
tion possibilities than the flexo- 
graphic process previously used for 
all Goodstix signs. 

A second development is the use 
of Day-Glo colors on the signs for 
point-of-purchase messages, sea- 
sonal wraps and identification labels. 
A full line of colors can be used on 
the signs, which range up to 29x27”. 
Each sign is supplied with strips of 
pressure sensitive adhesives for easy 
mounting. China marking pencil can 
be used on the acetate signs to fill 
in prices, dates and other infor- 
mation. 

Additional details and samples are 
available. 


For your copy circle No. 324 on the 
Reader’s Service Card inside back cover. 





two more great’! 


SIGNS... 


Pt tits 


(CL ORA 


IN BOTTLES 


















4 BY ROBERTSON 
Leading manufacturers of SILK 
SCREEN and Lithograph signs for 
regional and national advertisers. 





* Baked enamel process — 
plain or reflectorized 











* Steel or aluminum 






¢ Quantity producers for 
over 30 years 












AO. 2 OMe ae 


ROBERTSON SIGN CO. 


SPRINGFIELD, OHIO 
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VITRALUME SIGNS 

n_ Lifetime Porcelain Enamé 
Advertise eee 

any Size ... Shape. 


PORCELAIN ENAMEL FINISHERS 


3321 .W 30th St. *° Chicago ye) 


. . Colors 
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If you're sleepless from worry 






about lack of action from your 
ads, switch to AR and watch the 
response and orders come in! 






For advertising results that pay 







off, use 












Advertising 
Requirements 





Preferred Sources for Services and Supplies 


e Advertisements in this section limited to three inches 


Advertising Specialties Exhibits Engravings 


Take the struggle : ; 

out of trade shows he SUPERB AD PLATES 
with easy-to-set-up, es 

quick-to-take-down sacri iy 

Capex PREFABS! 

wn unequal GAVE oN FINEST GuaRANTEED quatity 
gare ieaivaan 1263 and 4 COLOR PLATES 
lighter-weight 

@ GOLF-BOWLING TROPHIES & CUPS Capex Display saves 

@ GIFTS-PRIZES @ INCENTIVE AWARDS shipping costs, too. 


Our 34 years of experience in this field along : That's why more : Gist La a 


with our personalized service assures you of com- 
plete satisfaction. Write for Free brochure showing ae eee - 
our complete line. Dept. AR ~~ P Y WRITE FOR PRICES 
32. W. RANDOLPH ST. ois’ 8 Send for free ‘Idea-Starter’’ Design Portfolio TAFFORD ENGRAVING CO., Inc. 
: ima y 


aS a 229 N. PENN. ST. ¢ INDIANAPOUS 
STATE 2 2518 oN Capex Company, Inc. 


615 South Boulevard, Evanston, Illinois . . » for more details circle 423, page 103 
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Direct Advertising 


EXCITING NEWS! NEW 3rd Dimension YEAR- 
AT-A-GLANCE Calendar, No. 10 env. size Ample 
AD space. Impregnated with lasting Product 


Odor, e.g. Tobacco, Chocolate, Coffee, etc. 
e uctant ALSO — 1955 Pocket Football Schedules of 


College and Pro Games. Low cost give-aways. 


Samples, The |. Irving Weissler Co., 383 Pearl 


Res p 0 n $e St., Brooklyn, N. Y. MAin 4-3297. 
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Typographers 


2OLSOOOSOOOOOOOOOOHSOSSOOOOOOOOOOEE 
If your ad schedule seems ; NEW FACES oF 1955 
**BULLARD’S ALPHABETS" 

NEW BOOK IS AD MAN'S PERFECT TOOL 
; ; ; 536 12x9 loose leaf pages, 2200 type fonts, complete © 
without showing signs of Iphabets 4 to 144 pt., Lino, — Ludlow, Foundry, @ 
ont ‘ — . @ photo-lettering, etc. Write Dept. AR for FREE booklet © 
response, it’s time you found out about Advertising Require- . 


e HOWARD O. BULLARD, INC. 
* 7 ve ©@ PHERS 
ments! § 150 VARICK ST.,NEW YORK 13,N.Y.*AL 5-1770 8 
SSSOSSSSSSSSSSSS SOSSSSSSSSOSSSESS OOOO 


to be sitting down on the job 


In 30 months AR has broken all records in business paper 
history with over 340,000 requests for information offered by 
suppliers of advertising services and materials. 
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Advertising Services 
That means an average of 11,333 requests each issue, from 


. . . FREE SAMPLE—New Scissors and Paste-Pot 
ked-for- ng-power readers with money to spend for your ; 

Picked-for-buying-pow ” Y P Y art service by the originators of creative 
kind of advertising products or services. layout devices. Get copy of new monthly 
Clipper—all new in size, format, content, 
For response that pays off with increased business volume, ideas—sample, yours to use without cost. 

S ' : : a” 
put your sales message before AR’s 21,000 actual buyers of Ne ace’ aie chee d 
advertising services, materials and equipment. Write today Services, Inc., Box 806G, Peoria, Illinois. 


for details. 
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ADVERTISING REQUIREMENTS C 
OE: 
sis 


Box 9083, Long 
Beach 10, Calif. 


200 E. Illinois St. Chicago 11, Ill. 


. for more details circle 355, page 103 
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102 ¢ ar « August 1955 


Readers 
Service 
Number 


Advertiser 


© . avertisers 






The “key number” 


corresponds to a number on the Readers’ Service cards on the following 
insert pages. If you desire additional information concerning the products 
or services offered by any AR advertiser, all you need do is to circle the 
number on the Readers’ Service card corresponding to the number shown in 
the index. The same numbers appear at the bottom of the advertisements. 


Page 


352 American Type Founders 
351 


Avery Paper Company.... 


353 Bartz, F. H. 
— Belford Co., Inc......... 
354 Black Box Collotype Studios, Inc. 


355 
356 
357 
358 


Brand Advertising................. 
Buffalo Photo Company 


Cantine Company, The Martin 


Champion Paper & Fibre Co. 
Chart-Pak, Inc. : 
Chicago Cardboard ceaiee.. 
Chromax Corporation . 
Cincinnati Pencil Company..... 
Clement Co., J. W. 5 
Collins, Miller & Hutchings, Inc. 
Colorfax Laboratories . 
Continental Lithographers, Inc... 
Craftint Manufacturing Co., 
Crocker Co., Inc., H. S. 


Dot Engravers, Inc. 


Du-Plex Onvelope Corporation.. 
Eastern Corporation ... 


Filmack Studios 


Filmotype Corp. 
Gair Company, Inc., Robert 


Gibraltar Corrugated Paper Co... 
Goodren Products Corp. 
Graphic Systems 


Haberule Co., The..................... 
Hankscraft Company, The 


Hollywood Banners ........... 






385 


386 Intertype Corporation 









387 
388 Keller Co., D. F. 

391 Kier Photo Service i 
389 Kleen-Stik Products, Inc.... 

390 Kurshan & Lang Color Service 





Bullard, Inc., Howard O................... 
Burrelle’s Press Clipping Bureau..... 


Capex Company, Inc., The............. 


The.. 


General Outdoor Advertising Co.. 


Heinn Company, The....................... 


International Color Gravure Inc.. 


Durable Rubber Products Co..................... 


Kaufmann Mat & Stereotype Co., The..... 
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...101 


90 
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i iectessiatetnaanstein socsaeaad ae 
Eureka Specialty Printing Company. 


. 94 


. 64 


2 
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.. 36 
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. 62 
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Inside Front Cover 
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preceding the name of each advertiser listed below 


Readers 


Service 


Advertiser 


Number 


394 
392 
393 
395 


396 
397 
398 
399 


401 
400 
402 


403 


404 
405 
406 
407 
408 
409 







410 
413 
414 
411 
412 
415 
416 
417 
418 





419 
420 
424 
421 
422 
423 


425 
426 


427 
428 


429 
432 
430 
431 






Page 





RI TI, OUP MINION pecans non ccsenenpnanisn erusgnsnoeeesi 82 
Lane Co., Edwin W................. 101 
EU i ednces donice tivnaisasnsndipusanavisbieusccievsaanies 73 
I IR a UU acacia ostsieodeireestvnictensineetmaneeeaon 88 
Mailograph 90 
I . 78 
McGrath and Associates, Thomas F... . 74 
Mergenthaler Linotype Company.... 53 
Monsen-Chicago ......... 50 
DRUG GOrvices <...n...ccnccci..ccceecsesses 101 
National Flag & Display Co..... 93 
Mei-Der Company ............................... 11 
North American Lithograph, Inc. 92 
Oxford Paper Co.. 19-20 
Picture Recording Company.........................-..-. 35 
Pilot Productions, Inc...... Bae 36 
Pioneer Rubber iene. The... 16 
Pontiac Engraving and Electrotype Co........ 5 
Popper & Co., Wm. C......... Ras . 93 
Porcelain Enamel Finishers................. ..100 


Radiant Color Co 


Rapid Copy Service, Inc....................... e 
Rapid Electrotype Company, The......... 


RCA Victor Custom Record Sales.... 


RCA Victor Custom Record Sales..................... ‘ 
te ie sedans — 


Reilly Electrotype Company................ 
Remington Rand, Inc............................. 
Rising Paper Company....................... 
Robertson Sign Co........ 
Sersen’s Imprinting, 
Service Bindery, Inc. 

Shorecolor, Inc. ........ tharsietiaea 
Sloves Mechanical Binding | Co... 
Sorg Paper Company, The 
Stafford Engraving Co.................. 


Texlite, Inc. ... 


Tiger, A. enna 





Ullman Co., Inc., The..... 
Underwood & Underwood 


Warren Company, S. D.... 


Warwick Typographers, Inc. 


Weissler Co., The I. Irving.. 
West-Dempster Co. 


West Virginia Pulp and ae Siemans: 


ae 101 





92 


101 





..Inside Back Cover 
82 





49 
56 


18 
54-55 


301/Circle on Readers’ Service Card 
Postal Review 

. . » folder rescribes new publication which 
includes manual of postal rates, services; 
bi-weekly bulletin of postal developments, 
and mailing tips. (Page 72) 


302/Circle on Readers’ Service Card 

Rip-Open Tape 

. « » samples and literature describing rip- 

open tape designed for easy opening of 

corrugated boxes, protection of contents. 
(Page 42) 


303/Circle on Readers’ Service Card 

Book on Packaging 

-.. Sample copy of revised edition of 
Hinde & Dauch booklet, “How to Merchan- 
dise with Corrugated Boxes.” Booklet dis- 
cusses psychology, function and selection 
of color in merchandising, includes 10-point 
dramatization of specific merchandising 
functions of corrugated boxes. (Page 42) 


304/Circle on Readers’ Service Card 
Adhesives for Films 

-. Sample copy of revised edition of 
National Adhesives booklet, “How to Han- 
die Adhesives for Transparent Films.” In- 
cludes uses of emulsion, lacquer, hot melt 
and solvent activator and chart describing 
properties and characteristics of major 
types of transparent film. (Page 42) 


305/Circle on Readers’ Service Card 
Styrofoam Displuy Pieces 

. . - brochures illustrate, describe variety 
of display pieces, novelties and ornaments 
made of Styrofoam lightweight plastic, 
which resembles “frozen snow.” (Page 60) 


306/Circle on Readers’ Service Card 
Tele-Rama Motion Device 
. .. literature describes Tele-Rama for 
continuous and automatic animation of 
products for display purposes. Tele-Rama 
lights up a moving display automatically 
and features a message-repeating device. 
(Page 60) 


307/Circle on Readers’ Service Card 
“Air-Lite” for Displays 

. - - information, price lists and samples of 
“Air-Lite” display material, which looks 
like surgical cotton, can be cut with scissors 
or cutawl and can be bent, folder or crushed 
without losing original shape. (Page 61) 


aa TER 


Use these return cards 
for publications 
mentioned on this page 


ear Advertising 


Requirements 


LORIE ME SM 


% Send for these helpful selling tools 


308 /Circle on Readers’ Service Card 
Plastic Trays. Drawers 

. . » brochures describe complete line of 
plastic trays, drawers, boxes and hangers 
for displaying merchandise. Custom-made 
models also are available. Units are porta- 
ble. (Page 61) 


309/Circle on Readers’ Service Card 
Variable Speed Display Motor 

- - « leaflet illustrates, describes combina- 
tion gear train and motor for use on ani- 
mated displays, turntables, etc. The unit 
operates with either clockwise or counter 
clockwise rotation. (Page 61) 


310/Circle on Readers’ Service Card 
Metal Display Parts 


. . . folder describes metal stampings for 


advertising displays and frames by Univer- 
sal Specialties Co. The company offers a 


| Readers’ 
| Service 
| Dept. 


* Please print or type information below 


complete service from raw material to 
finished product. (Page 62) 


311/Circle on Readers’ Service Card 
Simulated Brick Wall 

. . » details on simulated brick walls and 
backgrounds made of Decro-Wall, a fire- 
resistant vinyl plastic. Decro-Wall is molded 
in sheet form and is available in six simu- 
lated surfaces. (Page 62) 


312/Circle on Readers’ Service Card 
Flutter Motion Unit 

. » » brochure describes, illustrates, motion 
unit that creates a bouncing, jiggling type 
of motion in displays. Included are sugges- 
tions of types of motion that can be pro- 
duced by the unit. (Page 62) 


313/Circle on Readers’ Service Card 
Projected Storyboard 
... details on “Projected Storyboard,” 


FO insincere celdeiaiaraanimanaiierad 


Company. Products 


3808 Address 


* Please send me the following: 


Items mentioned in editorial columns: 


301 302 303 304 305 306 307 308 309 


| 311 312 313 314 315 316 317 318 319 320 321 322 323 324 325 


| More details from AR advertisers: 


351 352 353 354 355 356 


ae 86 


357 358 359 360 


361 362 363 364 365 366 367 368 369 370 371 372 373 374 375 376 377 378 379 380 


| 381 382 383 384 385 386 387 388 389 390 391 392 393 394 395 396 397 


398 399 400 


_ 401 402 403 404 405 406 407 408 409 410 411 412 413 414 415 416 417 418 419 420 
421 422 423 424 425 426 427 428 429 430 431 432 


* Note: Inquiries for items listed not service beyond November 15, 1955 


BUSINESS REPLY CARD 


First Class Permit No. 95, Sec. 34.9, P. L. & R., Chicago, Ill. 


Readers’ Service Dept. 
ADVERTISING REQUIREMENTS 
200 East Illinois St., 


Chicago 11, Ill. 
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Send for these helpful selling tools 





Readers’ 
Service 
Dept. 


3808 


service for ad agencies that want to look 
at a film commercial before it goes into pro- 
duction. The service includes sound stages, 
lights, cameras, crew, basic sets and cre- 
ative and production assistance. (Page 65) 


314/Circle on Readers’ Service Card 
Sales Executive Bookiet 

. » » booklet describes planning, creation 
and production of sales promotion services 
of Taylor & Greenough. (Page 65) 


315/Circle on Readers’ Service Card 
Kolor-Klip Holders 

. « « details on label holders for use on 
binders with rings up to 3”. Called Kolor- 
Klip, the holders are made of plastic in a 
range of six colors. (Page 75) 


316/Circle on Readers’ Service Card 
Small 7 ddressograph 
. . - details on Addressograph Model 30, 







Readers’ Service Dept. 


ADVERTISING REQUIREMENTS 


200 East Illinois St., 
Chicago 11, Ill. 








* Please send me the following: 





BUSINESS REPLY CARD 


First Cl1ss Permit No. 95, Sec. 34.9, P. L. & R., Chicago, Ill. 


weighing 19 lb. and occupying less space 
than an ordinary typewriter. (Page 88) 


317/Circle on Readers’ Service Card 

List Swcpping Service 

. «+ details on "Mailing List Exchange.” 
service designed to make it easy for mailers 
to swap lists. Service includes lists totaling 
more than 3,000,000 names. (Page 88) 


318/Circle on Readers’ Service Card 

Personal Touch in Mail 

. . » booklet. “Quality with Quantity,” tells 

how to inject personal touch in repetitive 

correspondence on direct mail promotions. 

Included is section on inquiry reply letters. 
(Page 90) 


319/Circle on Readers’ Service Card 
Krengel Printing Press 
. » « details on Krengel office printing press 





items mentioned in editorial columns: 





301 302 303 304 305 306 307 308 309 310 


311 312 313 314 315 316 317 318 319 320 321 322 323 324 325 





More details from AR advertisers: 


351 352 353 354 355 356 


357 358 359 360 





361 362 363 364 365 366 367 368 369 370 371 372 373 374 375 376 377 378 379 380 





381 382 383 384 385 386 387 388 389 390 


391 392 393 394 395 396 


397 398 399 400 





401 402 403 404 405 406 407 


408 409 410 411 412 413 414 415 416 417 418 419 420 








421 422 423 424 425 426 427 428 429 430 431 432 


* Note: Inquiries for items listed not service beyond November 15, 1955 





for circulars, labels, post cards, memoran- 
dums, notices, price tags, etc. Baselock In- 
terchangeable type and rubber dies are 
used for reproduction of copy, illustrations. 

(Page 94) 


320/Circle on Readers’ Service Card 
Fabric Transfers 

. » » brochures, samples describe two trans- 
fers for use on fabrics as trademarks, la- 
bels, commercial linen identification and 
opplique design. (Page 96) 


321/Circle on Readers’ Service Card 

Tint Guide 

- - » booklet, designed for advertiser or 
agency man, describes what happens to 
basic colors when they are screened, re- 
versed, double printed, over printed or used 
in various screen combinations. (Page 96) 


322/Circle on Readers’ Service Card 
Plasti-Plate Process 

. - » details on process of applying liquid 
plastic to catalogs and booklet after they 
have been stitched and trimmed. (Page 96) 


323/Circle on Readers’ Service Card 
Cutout Sign Letters 

«+. Catalog describes cutouts and other 
displays by Pratt Poster Co. Cutouts, made 
of heavy paper faced with a bright fluo- 
rescent, may be mounted individually on 
wall or window to spell out any desired 
message. (Page 99) 





324/Circle on Readers’ Service Card 
Full-Color Transparent Signs 
- .- details and samples of transparent 
signs printed with full-color gravure by 
Goodren Products. Details also included on 
use of Day-Glo colors on transparent signs 
for point-of-purchase, identification, etc. 
(Page 100) 


325/Circle on Readers’ Service Card 

New Copying Paper 

. . - details on new copying paper for use 
with its all-electric “Secretary” copying 
machine by Minnesota Mining and Manu- 
facturing Co. New paper is 18-lb. stock and 
comes in four colors. (Page 82) 
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getting dealer ACCEPTANCE? selling your MERCHANDISE? 


Ullman TransPlastix can solve many of your display problems: This new idea has a valuable 
look and quickly gains dealer goodwill and acceptance. Placed at street level on windows they 
smash home a well illustrated sales message. COLOR ON PLASTIC... process color illus- 
trations on clear plastic are what make TransPlastix successful. You can have any artwork 
[ektachromes, paintings, tempera- or any black and white photographs] reproduced perfectly 
on plastic. Sizes in full color up to 40°x54”. Quantities from 200 pieces to a million. 

The cost is comparatively inexpensive. Instead of planning an old fashioned display with 
expensive mounting and shipping cartons, you can buy a TransPlastix for less money, rolled in a 
tube and delivered with lower mailing cost. Write for samples and particulars. We have represen- 
tation in almost all territories. 
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LEES © 


CWA OUNTRY WED 





Lee Carpets: A large window domination printed in 4 color 
process on clear plastic from artwork and ektachrome. 
Size: 38”x50”. Quantity: 1500 


rans|Dastix 


ULLMAN GRAVURE, INC., 319 McKIBBIN STREET, BROOKLYN 6, NEW YORK + HY 7-3700 


A division of The Uliman Company, inc....Established 1888 


Foremost printers in photogelatin and gravure processes ...also specialists in color displays on paper. 


. for more details circle 427, page 103 












ALWAYS SEEN . 


in the best places 

















Sorg’s White Sorex “travels with the elite’ because it has a 


White Sorex is especially brilliant, distinctive appearance that carries the impression 
designed for printing jobs 
such as: 


* Wall Charts 






of quality ... and has the sturdiness to retain its just-off-the- 






* Menus press freshness even with frequent handling. 









% Price Tags %& Schedule Cards White Sorex is a clear, cylinder-made paper that lends itself 
%* Membership Cards %& Signs to both offset and letterpress printing because of its excep- 
% Catalog Covers = & Program Covers tionally uniform thickness and finish. You can recommend 









Sorg’s White Sorex with complete confidence, on that next 


, :; ' , ; ; 
job that requires a paper of dazzling whiteness that can 





“stand up and take” rough usage. 





ior 
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= ie 
Torre THE SORG PAPER COMPANY 


Manufacturers and Converters of Stock Line and Specialty Papers 
MIDDLETOWN, OHIO . 


OFFICES IN NEW YORK * BOSTON * PHILADELPHIA * CHICAGO »* ST. LOUIS * LOS ANGELES 
STOCK LINES 
WHITE SOREX @ CREAM SOREX @ SORG'S PLATE FINISH @ SORG'S LEATHER EMBOSSED 
EQUATOR INDEX BRISTOL @ TENSALEX @ GRANITE MIMEOGRAPH 
MIDDLETOWN POST CARD @ VALLEY CREAM POST CARD @ No. 1 JUTE DOCUMENT 


for more details circle 422, page 103 


